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ORGAN OF BRITISH ADVERTISING 


WOMAN AND HOME 


... bought by nearly a million women 
every month... read by many 

more in homes throughout the length 
and breadth of Britain. At the 
remarkably low cost of 13/- per page 
per 1000 copies, WOMAN AND HOME 
gives you the greatest coverage of 
housewives of any women’s monthly. 


Britain’s BIGGEST SELLING 
woman's monthly magazine 


GIVES YOU THE 
GREATEST COVERAGE 
OF HOUSEWIVES! 


an A-P 
PUBLICATION 

* 
PAGE RATE £600 


NET SALES (Jen-June 1954) 9 2D . 321 


A. W. BURNETT, Advertisement Director, THE AMALGAMATED PRESS LTO. THE FLEETWAY HOUSE, LONDON, £.C.4-° CENTRAL" S080 
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Doctor’s idea for 

milk publicity 

Results of a “Drink More 
Milk” competition—organised by 
Farmer & Stock-Breeder in col- 
laboration with the Milk Market- 
ing Board and Milk Publicity 
Council—have been announced. 

First prize of £100 goes to Dr. 

A. H. Crowther, managing 
director of Gascoigne-Crowther 
Ltd, a firm manufacturing 
chemical sterilants for use by 
milk producers, for his suggestion 
of “The Milky Moment.” 

His idea is that the public 
should be urged to “Relax—For 
the Milky Moment”; in the stress 
and bustle of daily life, “Pause— 
For the Milky Moment”; before 
going out for an evening's enter- 
tainment, “Rest—For the Milky 
Moment”; and that television 
intervals also should be used for 
“The Milky Moment.” 

He considers the idea could be 
promoted by association with 
advertisers, by slips on milk 
bottles, and by posters in canteens 
throughout the country urging 
housewives and workers all to 
take advantage of “The Milky 
Moment.” 

The competition drew 500 
entries. 


Market research 


conference dates 


Next conference of ESOMAR 
(European Society of Opinion 
and Market Research) will 
take place at Allensbach, on the 
German side of Lake Constance, 
September 5 to 9. Last year 
Britain sent the biggest delega- 
tion. Dr. Henry Durant (Gallup 
Poll) is the national representa- 
tive. 

The Market Research Society 
is planning a week-end school to 
be held in the Midlands in April 
and a summer school at St. 
Hugh's College, Oxford, from 
July 9 to 16. 


nes 
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To The Editor .. 


Teaching retailers to sell hard 


Sirn,—I have read with very 
great interest the extracts from 
the address by Charles C. Knights 
to British Sales Promotion Asso- 
ciation members, and your Com- 
ment (January 20) on this vital 
point-of-sale topic. My first 
thought: If only the latter (at 
least) could be circulated to every 
retailer in the country! 

This is a crusade which we of 
Lyle and Scott have fought since 
the war, and if our efforts have 
sometimes been tinged with frus- 
tration in the face of those long- 
lasting, easy-to-sell days, possibly 
the phenomenal success of our 
Coopers Y-front Underwear 
(1,100 per cent increase since 
1945) shows that perhaps we 
have not entirely wasted our time. 

In this, we must give credit 
where it is due, in that we have 
been inspired by the work of 
Coopers Inc. of Wisconsin, the 
originators of the underwear. We 
are apt to deride the slick-quick 
methods so often associated with 
American business, but in my 
opinion we can learn much from 
their realistic and virile approach 
to the technique of selling. 

Lately I have been discussing 
the possibility of organising sales- 
manship courses amongst our 
customers, but alas, the reaction 
so far is only luke-warm. Maybe 
a little less “easiness” might 
help! 

To-day, as we plan for our own 
biggest-ever advertising year, we 
are similarly preparing to brief 
every one of our customers, so 
that they may organise their own 
selling effort. As Mr. Knights so 
rightly declares, the aim must be 
to sell through dealers. First, 
however, must be sold to them, 
not only the goods, but the con- 
viction that only with intelligent 
salesmanship can they build their 
own future prosperity. 

F. R. Warp. 
Advertising Manager. 
Lyle & Scott Ltd. 


Power of ads and 
price of oil 


Sir,—Those with keen powers 
of perception have doubtless 
heard the Devil's Advocate 
gnashing his teeth. 

Whilst recuperating from an 
unwilling admiration of the Stork 
campaign his brief has lost its 
pleading with the words of Mr. 
Clive Van den Bergh, of Uni- 


lever. “The high demand for 
our products has resulted in 
lower manufacturing cost. We 
are happy to pass on the benefit.” 
Maybe the “D.A.” can try 
fresh woods and pastures new? 
If large-scale advertising can 
lower the cost of margarine 
(vegetable oil) and detergents 
(mineral oil) to the end user, 
what blunts its blandishment in 
the cause of the long suffering 
motorist? 
JOHN MACPARLANE. 
38 Arterberry Road, 
London, S.W.20. 
[The answer is simple. Motor 
fuel is taxed.—Eprror.} 


No interesting 
jobs for 50’s? 


Sirn.—Mr. Woodward's letter 
(January 20) regarding the “youth 
plugging” is very cogent. 

Far too many agencies (and 
other organisations) contradict 
themselves in their situation 
vacant advertisements by asking 
for seasoned ability, knowledge 
and experience in a person of not 
more than thirty years. 

Do they think that a man of 
forty or fifty is no good or 
merely that an expert in that age 
group would not be available be- 
cause he has settled into a cushy 
rut and is disinclined to welcome 
fresh fields of endeavour? 

Maybe this is one of the in- 
evitable results of the increasing 
prevalence of the pensions 
scheme; not only does this en- 
courage a “stay put” attitude in 
personnel, but makes the engage- 
ment of an older person a bad 
financial investment from the 
employer's point of view. 

CREATIVE DiREcTOR. 

(Name and address supplied.) 


*... smells just 


as sweet’ 


Sirn,—I think the understate- 
ment of all-time is the announce- 
ment made by Messrs. Picot Ltd. 
on their Hammersmith premises, 
displayed in black and yellow on 
an outsize sheet: 

“I don't bother much about 
e+ just | make good 
perfume . . . Picot. 

R. A. RYCROFT 
Publicity Manager. 
Petters Ltd., 


JANUARY 27, 1955 


Ph One . 
é 


Recipe for sleep 


To sell in Malaya a new small 
loudspeaker designed for bed- 
room listening, Rediffusion have 
produced a _ brochure’ which 
forms part of a joint promotion 
scheme with Rediffusion Penang 
and Nestlé’s Milo product. 

It includes a photograph illus- 
trating the size of the new loud- 
speaker, the Junior, with a tin of 
Milo. 

The copy states: “The Re- 
diffusion Junior and a cup of 
Milo form the best combination 
for ending the day. Junior will 
sing you to sleep and Milo will 


THIS WEEK 


Copytaster reviews the “Glum” 
advertisement, page 208. 


NEXT WEEK 
Photograph of the Month. 


give you new strength for the 
following day. Ask for the in- 
stallation of Junior to-day, but 
don’t forget his good companion 

Milo.” 

Milo is one of Rediffusion 
Penang’s biggest advertising 
accounts. 


Exhibition’s new name 


The 1955 Home-Lovers’ Exhi- 
bition at Alexandra Palace, 
formerly known as the North 
London Exhibition, will be held 
from April 20 to 30 

Next year, by when the Great 
Hall will become available, the 
exhibition will be greatly en- 
larged. It is intended to use the 
Hall’s entire 80,000 square feet. 
Organisers are Ewart Watson 
Exhibitions Ltd. 

This year’s exhibition will be 
advertised by means of 73,000 
specially printed shirt stiffeners 
which will be distributed by 
eight North London laundries 
who will be taking part in the 
exhibition. 
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Whatever the size of your appropriation, if your 


product sells to women, WOMAN’S OWN is an 


indispensable — 


Womans own 
2,246,752 


AUDITED NET SALE (JAN-JUNE /954) 


Stuart Mander, Advertisement Director, George Newnes Limited, Tower House, Southampton Street, Strand, London, W.C.2. TEMple Bar 4363 (40 lines) 
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GLASGOW EVENING NEWS 
Sales Rise by 


11 percent|in Stx Months 


The ABC Net Sale Figure of the 
Glasgow Evening News for the six 
months July—December 1954 is 


152,955 


NOWHERE 
IN 


is competition in 
the evening news- 


paper market so 
BRITAIN fierce. Glasgow 
is the only city outside London 


where three evening newspapers are 
published. Yet in this intensively 
competitive market — centred on the 
third largest city in Great Britain — 
the redesigned Glasgow Evening News 
has increased its sale in six months by 


15,586 


copies per day 
The influence of the Evening News is 
not confined to Glasgow, where it is 


A POWER «ead in a third of 
all 

IN THE °~ ; 
EST Paisley it goes into 


Stirling into 30°,,; in Motherwell and 
Wishaw into 18°,. It 1s read in over 
29°, of homes in Falkirk, while one 
home in every four regularly reads 
the Evening News in Kilmarnock. 
The figures show the Evening News 
to be a power in the West of Scotland. 


homes. In 


19°. of homes: in 
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ROM the beginning the restyled 

Evening News was a great success 

as the figures show. This proved what 
we felt. Readers in Glasgow and the 
West of Scotland would welcome a new 
look in their evening newspapers 


In altering the contents and make-up 
of the Evening News we set out to pro- 
duce a paper which, while not neglecting 
any of the basic functions of an evening 
newspaper, would produce something 
new in family entertainment 


One of the first things we did was to 
increase the space for women’s interests 
Jean Macaulay is Woman’s Editor and 
writes regular lively articles full of the 
commonsense which has made her so 
popular with Scottish women. Gossip 
is covered by Eric de Banzie’s Talk o/ 
the Town, People:in the News and the 
brand new Personality Parade. Talking 
Point covers up-to-the-minute topics 
everyone is thinking about 
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What readers get 
in thee RESTYLED 


NING NEWS 


Y JACK ROBERTSON 
Managing Editor 


Letters get lots of space. Women’s 
letters, sportsmen’s letters and letters on 
anything and everything of interest to 
readers. We publish a full page of strips 
and cartoons every night. Teenagers have 
a regular page. Sport is fully covered 
On Saturdays we give readers four extra 
Pages as a weekend supplement 

‘As a result of layout changes, the 
Evening News now has a sparkling mod- 
ern appearance and is easier to read; 
page length has increased by an inch 
A single-column title is now used. New 
type formations have been introduced to 
give the pages a more streamlined look 


There are complaints from readers of 
the restyled Evening News that there's 
too much to read in the paper. That 
sort of complaint an editor feels he can 
justifiably produce as evidence that he’s 
giving value for money. All in all, the 
Evening News is now a paper for the 
Scottish family of 1955 
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Britain’s Fastest-Growing Newspaper 


July 131,917 | October 161,377 
August 147,465 | November 164,415 
September 151,263 | December 156,964 


The sharp rise in Evening News sales in the second 
half of 1954 is shown by a comparison of these monthly 
figures with those for the same period of 1953. July 1954 


shows an increase over July 


of 3,579 copies per day. December 


1954 shows an increase in tota 
sale over December 1953 of 


THERE’S 
MORE 
TO 
COME 


The sale of the Glasgow E 
More and more readers w 


ne 21,565 


vening News will continue to rise in 1955. 
ill turn to the liveliest evening newspaper 


I net 


they can buy. For advertisers this means a bonus of new readers, 
and extra attention because in and around Glasgow everyone's 
attention is focussed upon the * New Look’ Evening News. 


ouligunns: cdi FOR GLASGOW AND THE WEST OF SCOTLAND 


H. F. Gillespie, Advertisement Manager, Kemsley House, Hope St., Glasgow ; City 7000 and 


4. J. Chamberlain, London Advertisement Mer., Kemslev House, London, W.C.1; Ter. 1234 
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Ageney men 
talk TV 


to clients 


ANY Mather & Crowther 

clients this week saw 
their products featured in 20 
television commercials of 
various lengths at the agency's 
headquarters building in 
London. 

Featuring such products as 
Biro, Ronson, HP Sauce, Tery- 
lene, Gibbs's Sunsilk Shampoo. 
and the Northern Assurance and 
ranging from puppet shows to 
pertormances by stars of the 
calibre of Jeanne Heal, Jack 
Train and the Beverley Sisters, 
the programme was transmitted 
by microwave from the Dominion 
Theatre with the co-operation of 
Screen Audiences and Star Sound 
Studios. 

The problems and opportuni- 
ties which commercial TV will 
bring in its train were referred 
to by a number of the agency's 
top personnel. 


Biggest ad development 


E. L. Mather (chairman) said 
that commercial TV would be the 
biggest development in adver- 
tising that any of those present 
had ever seen 

S. F. Shelton (director in 
charge of TV), whose speech was 
televised, asserted that within two 
years no national or big local 
advertiser would be able to 
ignore commercial TV when 
planning his appropriation. Very 
tentatively, he estimated that 
programme time might cost 
something in the nature of £500- 
£750 a minute and production 
between £250 and £2,000 a 
minute. With an expenditure of 
£1,250, an audience of 14 million 
might be reached 

lan Messiter (manager, TI 
le partment) said that in the USA 
within frve years TV appropria- 
had largely become addi- 
rional to those for other media 
e., they had been paid for by 
extra sales 


Graeme Cranch (director in 


rons 


@ Continued in Stop Press 


NEW READER SURVEY WILL 
COVER 2 CONURBATIONS 


t Institute 
ip survey. 
‘pected to 
next few 


T is believed that work is now starting on the : 
of Practitioners in Advertising national read 

Field work is 
continue over t! 
months. 

This would n 
publication of t! 
if all goes well 

This second p 
survey will diffc 
1954 edition 
conurbations wi! 

There will 
studies of readc p in the 
Birmingham and ve of the 
northern conurbats 1s 


London station 
only in 1955? 


Latest indications are that 
the Independent Television 
Authority's London transmitter 
will start operating in September 
or soon afterwards, but that 
those in the Midlands and North- 
West may not be ready until a 
month or so later. 

In well-informed advertising 
circles it is thought there may be 
only one station working this 
year. From Croydon, that will 
cover the whole of Greater 
London, an ITA spokesman said 
this week. 


Big studios are near 


autumn 
w Survey 


i-war IPA 
rom the 
that two 
» added. 

special 


network link 


Associated Rediffusion Lid.. of the Sunda 
programme contractors for the resigned fron Beaverbrook 
London station (Monday to Fri- Newspapers | ke up an 
day), have acquired Wembley important t ippointment 
Film Studio Ltd. Studios, to be with the Dai Virror and 
converted to TV needs at a cost Sunday Pictoria 
of £200,000, and will be in oper- ccil H. King, cha 
ation “some time before the IT A's Mirror grout 
new London station is ready.” that the pub 

The studios are close to a cable is to be expanded 
over which programmes can be Atkins will be 
transmitted to Manchester and promotion and 
Birmingham. responsible to PI 

(See pages 196 and 197 for Mr. Atkins, wh 
more news of TV developments.) Express newspapers in 


manager 
wess, has 


nan of the 
announced 
department 

i that Mr 
jirector of 
sublications, 
p Zec 

ined the 
1934, 


Birmingham branch 
of agency 
is taken over 


L, Graham Browne Adver- 
tising Ltd., of Birmingham, 
have acquired the assets, 
goodwill and staff of the Bir- 
mingham branch of Auger & 
Turner Ltd. by mutual 
arrangement, as from next 
Tuesday, February 1. 

Auger & Turner Midlands 
clients are being transferred 
to L. Graham Browne Adver- 
tising Ltd. and will be serviced 
by the former Auger & Turner 
staff. 


Current contracts will run 
undisturbed, states L. Graham 
Browne. 

The agency is moving to 
larger premises at 1, Hagley 
Road. 


‘Sunday /-xpress’ general manager 


joins ‘Mirror-Pic’ group 
H. W. Atkins, ¢ i 


was appointed general manager 
of the Sunday Express in 1949, 
prior to which he was publicity 
director of the Daily Expres: 

The date of Mr. Atkins’ de 
parture from the Sunday 
Express has still to be 
arranged 


‘Two Freds’ cheque 

The cheque from the “Two 
Freds’ cricket match will be 
handed over to NABS on Wed 
nesday. February 16, at Fleet 
Street Column Club 
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Pearl & Dean to produce filmed 


commercials for TV 


Long lease on Southall Studios 


EARL & DEAN, LTD., whose advertising films are shown 
throughout the ABC circuit and many independent 
cinemas, are to produce films for commercial television. They 
have taken a long and exclusive lease on Southall Studios, 
where three stages are being equipped for the shooting of TV 


commercials. 


They have also made priority 
arrangements with leading pro- 
cess laboratories in order to 
ensure that the processing will be 

— completed 
om on schedule 

Further 
production 
facilities are 
guaranteed 
by exclusive 
arrange- 
ments with 
advertising 
film studios 
in Paris and 
Amsterdam. 

Announc- 

Ernest Pearl ing this 
Ernest Pearl, 
chairman, said that these arrange- 
ments have been made in antici- 
pation of serious shortages both 
in studios equipped to make TV 
films and also in laboratory 
facilities in London 


So as not to sacrifice quality to 
quantity, output would be 
restricted to 13 one-minute live 
action films a week, one cartoon 
film a week and two puppet films 
a month. P. & D's team of live 
action script writers, technicians 
and directors has been supple- 
mented by a cartoon unit of 
animators. In addition, P. & D 
have an exclusive agreement with 
Joop Geesink, the noted puppet- 
film producer 

Mr. Dean gave three reasons 
why here, as in America, four 
out of five commercials are likely 
to be pre-filmed. Firstly, too 
many mistakes are liable in “live” 
commercials. Secondly, repeats 
are more expensive when done 
“live.” Thirdly, it may be 
decided to televise the same com 
mercial from two or three 
different stations at the same 
time. 

Byron Lloyd, director in 
charge of production, estimated 
that P. & D. would be able to 
produce one-minute commercials 
at a cost of between £350 and 
£550. He said that his organisa- 
tion’s creative and production 
staff had devoted much thought 
to the differences in techniques of 
production of advertising films 
for cinema and for TV showing. 


P. & D. were installing a 
closed-circuit TV system to enable 
clients to see the commercials on 
a television set, just as they would 
in their own homes. Production 
would begin immediately. 


hide on TV ‘must 
not baw!’ 


Duncan Ross, head of TV 
department, Dorland Advertis- 
ng, Ltd. told Incorporated 
Sales Managers’ Association 
members at Glasgow that when 
commercial TV started, pro- 
gramme producers would have to 
sce that they did not baw! and 

out at people in their own 
homes, 

There was a_ tremendous 
intimacy about television and, 
although an advertiser might be 
reaching ten million people he 
had to remember that his 
audience was only four people 
around their set. 

A. D. McLean, chairman and 
managing director of Dorland, 
visualised the cost of advertising 
on TV being in the region of 
£750-£1,000 per minute per 
million viewers. 


Gee demonstration 


Major clients of Gee Advertis- 
ing Ltd. attended a luncheon at 
the Grand Hotel, Leicester, last 
week for a discussion and demon 
stration of commercial television 

The speakers were Leon Good 
man, Richard Meyer and Harry 
Alan Towers. 
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TV MEN MEET 
THE DIRECTORS 


Charles F. Higham Ltd. held their annual staff dinner and party at the 


Park Lane Hotel last week 


The picture shows Robert Barr and John Oxley 


who are joining the Higham Commercial TV Organisation from the BBC 
having a chat with the directors. Left to right are H. M. Thornborough 


(managing director), P. W. 


Straus, 


Miss G. D. Cleverley, L. Jollie 


Robert Barr, John Oxley and E. H. Miller 


Producers discuss their 
TV filming problems 


Equity, the theatrical trade 
union, is demanding that its 
members working on films for 
commercial TV shall receive both 
payment for studio work and a 
fee for use of the film. They also 
wish to place a limitation on the 
length of time for which any one 
commercial can be used, and say 
that it should only be extended if 
the artists concerned consent. 

This was described as a 
“major, basic problem” by F. A. 
Hoare (Merton Park Studios), 
president of the Association of 
Specialised Film Producers, when 
he spoke at an open meeting of 
the Association on Monday to 
discuss problems arising from the 
advent of commercial TV 

Mr. Hoare said there was an 
agreement in draft form with the 
Association of Screen Tech- 
nicians, but the position regard- 


Radio Luxembourg to produce films 
‘for BBC and commercials’ 


The Radio Luxembourg Or- 
ganisation has formed a group to 
produce and negotiate sales and 
distribution of television films. 
It will be known as the Société 
Internationale de Programmes 
Pour Telediffusion. 

The headquarters will be in 
Paris, and eventually the films 
will be produced for sale in 
Britain either to the BBC or 
ITA. 

G. Clement Cave, genera! 
manager, Radio Luxembourg 
(London) Ltd., will be respon- 
sible for developing the market 
in Britain and the sterling area 
He will participate in production 
planning and arrange for British 
artists where they are required 
for films to be directed at 
English-speaking audiences. 

Mr. Cave hopes to discuss 


aspects of the scheme with ITA 
programme contractors and the 
BBC 

Radio Luxembourg (London) 
Ltd., hope ultimately to produce 
documentary films in Britain for 
distribution to European tele- 


vision stations through the 
Group, although the specific 
objective will be to provide 


material for Tele-Luxembourg. 

The Group's television films 
will be produced in newly 
acquired and equipped studios in 
Paris. Artists with international 
reputations are being engaged 

A division will be set up to 
deal with the technical aspects of 
“doubling” with the addition of 
voice tracks in various languages 
and of extra scenes to help make 
the films marketable here as well 
as on the continent. 


ing Equity was more obscure and 
difficult. 

He said it would be difficult to 
operate the Equity plan. An out- 
right payment to the artists, giv- 
ing the advertiser or producer an 
unfettered use of the film was 
far more preferable. 

He said there was a complete 
deadlock with the Musicians’ 
Union—mainly due to a similar 
demand for repeat fees—and pre- 
liminary discussions had ceased 
for the time being because it was 
no good the Association “banging 
its head against a brick wall.” 

Considerable spade work had 
been done by the Association 
with regard to commercial TV, 
said Mr. Hoare. 

“It is becoming very clear that 
the demand which TV will make 
on our resources—both personal, 
creative and technical—are likely 
to be very great indeed. Our re- 
sources are going to be very 
severely strained,” he stated. 


But he emphasised that the 
high standards already achieved 
by specialised film producers 
should not be lowered. They 
must be on their guard against 
any slavish following of the 
American pattern. 

A group had been formed with- 
in the Association to study the 
problems of commercial TV as 
they arose. A vast number of 
technical problems would have to 
be overcome. They included new 
electronic methods of making 
tele-recordings, production and 
lighting problems, and the prob- 
lems of reception by cathode ray 
tube. The number of frames per 
second and the density of prints 
would have to be standardised. 

“It is essential that we should 
have the technical data as soon 
as possible,” he said. “We want 
to present everyone with a group 
of standards of TV production.” 
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HOW BIG WILL THE AUDIENCE BE? 


Average of 2 million 
viewers forecast 


An average of two million 
viewers are expected to watch the 
ITA programmes at any given 
time. This estimate was given by 
Col. J. R. L. Roberts, director of 
Empire Films Production Ltd., 
when he addressed a luncheon 
meeting of the English Speaking 
Union on Friday. 

He said he expected that the 
ratio of viewers would be 44 in 
London to 34 in Manchester to 
2 in Birmingham 

This is how he arrived at the 
figures: 

“The total number of licences 
in Great Britain by September, 
1955, is likely to be 44 to § 
millions,” he explained. “Lon- 
don, Birmingham and Man- 
chester include 86.3 per cent of 
set Owners as opposed to popula- 
tion, which is only 554 per cent. 
Therefore the total licences in 
range will be in the region of 
4 millions. 


Adaptor problem 


‘Recent polls show that at 
least 85 per cent of people want 
the new sponsored programmes, 
but, of course, there will be a 
number who cannot, or will not, 
spend more than £10 on adaptors 
and outside acrial work. Seventy- 
five per cent is the figure that I 
have taken of the total licence- 
holders who will have their sets 
adapted.” 

“Therefore the figure we have 
arrived at for those holding 
licences who will adapt their sets 
1s something in the region of 
three million. I think it is also 
quite fair to take three viewers 
per set at least at certain times, 
which makes the maximum pos- 
sible audience very large indeed 
for the starting date—somewhere 
in the region of nine to nine and 
i half million viewers. 


Half and half 


“At this point, however, further 
research begins to reduce the 
figure heavily. Sixteen per cent of 
sets are out of Commission at any 
one time for technical reasons, 
this brings down the number of 
possible viewers to just over eight 
n on. BBC audience research 
shows that an average of 46 per 
nt of working sets are not 
tuned in, either because the 
owners are away, or have left 
heir homes for some other form 

entertainment. 

“We can therefore assume that 
the number of sets tuned in, in 
relation to viewer figures, will 
be approximately four million. 

“It is impossible at this stage 
n any one manner to predict the 
Ww programmes’ general or de- 

{ attraction, but I think it is 
assume that half of the 
viewers will remain faithful to 

present BBC, and the other 


half will look in at the new com- 
mercial programmes. We there- 
fore arrive at the final figure of 
those preferring the new pro- 
gramme at just over two million 
viewers.” 

The chair at the luncheon was 
taken by Alec Anson, sales 
director, Quaker Oats Ltd. 


Performing animals 
TV tests 


Broadhurst Studios have begun 
TV screen tests, classifying artists 
under their particular talents 
actors, dancers, vocalists and 
acrobats. The range covers every 
type of face and performers of 
all ages. Performing animals are 
also being tested. 

Producers of commercial TV 
programmes looking for artists 
will be invited to see the twenty 
second tests. They can also send 
their own artists for individual 
tests. 
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105-FOOT *SHIP’ 
ON ROAD SIGN 


P & O are using one of the largest 
outdoor signs in the country 
Situated on the Great West Road, 
it will be used, according to the 
time of year, to promote their 
steam cruises, and regular passen- 
ger services to Australia and the 
far East. 

The principal feature of this 105-ft.- 
long site is a scale model of 

Iberia,” the latest addition to the 

P & O fleet. The model is con- 
structed to 1/13 scale and is 
S2 ft. long and 14 ft. from mast- 
head to water line. 

By night the ship is illuminated. 
The 460 portholes each show their 
own light Over half a mile of 
wiring was used. my 

The model was constructed of resin- 
bonded exterior grade plywood, 
supported on a frame of 3 in. b 
2 in. timber on a_ ielescopic 
arrangement whereby the shape of 
the hull was formed 

The whole of the construction was 
carried out at More O'Ferrail 
studios C. J. Lytle (Outdoor 
Publicity) Ltd, were the agents. 


MAKE SURE 
OF THE SUN 


Make your summer 


holiday a CRU f 


‘Commercial 
Television News’ 


A new weekly for a new medium 


On Wednesday, March 9, Business Publications Ltd., 
publishers of “Advertiser's Weekly,” will launch a new 
weekly journal, “Commercial Television News.” 


“Commercial Television News” will serve the interests 
of all those who prepare, present, produce, service and 
use commercial television in this country, Its aim will 
be to provide week by week, authoritatively, and in 
easily-read form, all the latest news of: 


PROGRAMME CONTRACTORS & PRODUCERS 
TELEVISION COMMERCIALS, FILMS, 


SHOPPING GUIDES, ETC. 
ADVERTISERS ADVERTISING AGENCIES 
ANCILLARY SERVICES AND SUPPLIES 
EQUIPMENT MAKERS AND SUPPLIERS 


In addition to this up-to-the-minute weekly news 
service, “Comniercial Television News” will publish 
exclusive and practical feature articles, written by 
experts, on the means and methods of producing and 
using commer. ia! television to the best advantage; Legal 
Advice; Research Notes; Reports from Abroad, etc. 

Whatever place the new medium eventually takes 
among the already established and well-proven media of 
this country, commercial television is already a develop- 
ment of front-rank significance to all engaged in 
marketing anc «advertising. For months past intense 
activity has been going on in the open and behind the 
scenes. 

To-day a separate trade paper 
tive, accurat 
decision to p 
programme 1s 
new medium 


independent, informa- 

; both needed and essential. Hence the 
iblish, at least six months before the first 
seen by the public, this new weekly for a 


A few solus and semi-solus advertisement positions 
will be available by arrangement. 

“Commercial Television News” will be published 
every Wednesday. It will be sold by subscription only 
Price: 30s. a year post-free for orders placed between 
now and first publication date, March 9; thereafter the 
price will be 40s 

Orders for subscriptions and inquiries for advertise- 
ment space should be sent to “Commercial Television 
News,” Business Publications, Ltd., 180, Fleet Street, 
London, E.C.4. (CHAncery 8844.) 
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PACKAGING CONVENTION 


Importance of 
export packs 


The overwhelming importance 
of presentation in the export 
market was stressed by F. ¢ 
Hooper, managing director, 
Schweppes Ltd., when he 
addressed the Convention held in 
conjunction with the Packaging 
Exhibition at Olympia which 
closes to-morrow (Friday). 

Design, packaging and adver- 
tising played an important part 
in presentation, he said. These 
things had two aspects. There 
were the purely functional aspects 
such as the fulfilment of the pur- 
pose for which the goods were 
designed, the protection of the 
goods in transit and advertise 
ments to convey information 
about the product. 

But there was a second and 
more important aspect—the pre- 
sentation of all these things in 
in attractive manner, with some- 
thing extra added that made up 
in total for good design. 

‘A good soap packed in brown 
paper, however good the soap 1s, 
will not sell in highly competitive 
markets,” he said. “The impres- 
sion of goodness must be con- 
veyed by the presentation.” 


Safety book ad 
refused 


Safety News, the organ of the 
Royal Society for the Prevention 
of Accidents, has refused to 
accept an advertisement for a 
book on road safety The book, 
Focus on Road Accidents, is 
written by Mrs. Barbara Preston, 
a member of Heywood (Lancs) 
Road Safety Committee, and is 
published by Public Affairs 
News Service. 

The rejected advertisement 
quotes reviews from The Specta- 
tor, Evening Chronicle Man 
chester; The Lancet; The Police 
Review and The Pedestrian 

The director-general of the 
Society, Major-General B. K 
Young, has declined to give any 
reason for the refusal 


Here comes the 
flying bottle 


A helicopter which, for pub 
licity purposes, can be “dressed” 
with hardboard, fluorescent ink 
and neon as a bottle, carton, 
toothpaste tube, dry shaver or 
other products, will soon be 
available to advertisers in this 
country. 

Exclusive rights have been 
acquired by W. H. T. Tayleur 
(Publicists), Ltd-> 

The machine, a new Bell 47 G, 
seating two passengers and pilot, 
will shortly arrive in London 
from Milan after a  “star- 
spangled” airlift carrying famous 
film stars via Monte Carlo, 
Dusseldorf and Paris. 
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ING FOR SAFE 


In co-operation with the GPO, Sellotape staged a demonstration at the Packaging Exhibition to encourage the 


public to pack their parcels securely 


tying a parcel, using a bucket of paste, three brushes 


before posting. On the left, Tommy Cooper TV's mad magician, sets about 


a ball of string, and about a hundredweight of paper. On 


the right he receives instruction on how it should be done by Irene Stelfox, the Sellotape Girl at the exhibition. 


The event was covered by the BBC, and Gaumont-British newsreel, as well as the national press. 
Sellotape are Gordon & Gotch (Advertising) Ltd. 


Corporation 
plan to vet 
hoardings 


A Parliamentary Bill to 
control the way advertisement 
hoardings are built is to be 
promoted by Birmingham 
Corporation. This was re- 
vealed at the Birmingham in- 
quest on a woman who was 
killed when a wall and neon 
sign collapsed on her. 

Ald. A. F. Bradbeer, a 
member of the Birmingham 
Council's public works com- 
mittee, said that the proposal 
was to introduce a Bill which 
would not only empower the 
Corporation to vet plans for 
construction of hoardings, 
but also to carry out inspec- 
tions at intervals to watch for 
deterioration. 


Sign design contest 
last entry date 


Closing date for the Sign 
Design Competition sponsored 
by the Electrical Sign Manufac 
turers’ Association has been 
extended. 

All entries must now arrive 
at the Association's offices, 
Kingsway House, 103, Kingsway, 
London, W.C.2, not later than 
Monday, February 7. 


Transparent press 


The trade and technical press 
will shortly be carrying advertise- 
ments using the Transart tech- 
nique 

This form of publicity consists 
of several transparent pages each 
carrying portions of the subject 
being featured. It is normally 
used for illustrating technical or 
anatomical subjects. 

A partial breakdown of the 
object is achieved as each page 
is turned. Each page is made up 
of a double acetate sheet. The 
reverse view of each part can be 
shown on the reverse of each 
page so that re-assembly of the 


Agents for 


LATEST ABC FIGURES 


Latest ABC figures for the 
second half of 1954 continue to 
fluctuate about their previous 
levels. In many cases they 
remain above those for the corre- 
sponding period of 1953 


Among nationals the Observer 
has registered a steady climb 
499,852, 534,752, 543,543 


A comparable performance is 
that of the Home Counties News- 
papers Group, the 11 members of 
which now total 134,352 as com- 
pared with 129,729 for the same 
period a year ago. and 132,860 
for the first half of 1954 


News of the World 

People 

Daily Herald 

Everybody's 

TV Comic 

Sporting Life 

Derbyshire Times series 

Coventry Evening Telegraph 

The Argus, Drogheda 

Barnsley Chronicle & S. York shire 
ews 

Gravesend & Dartford Reporter 

Angling Times 

Isle of Wight County Pres 

National New sagent, Bookseller & 
Stationer 

East Kent Mercury 

Kentish Gazette series 

Stirling Observer series 

Tamworth Herald series 


ads planned here 


subject takes place on the left- 
hand side. 

Transart Ltd. was formed in 
this country in 1946. G. W. Bell, 
managing director of Transart 
Ltd., states that his company con- 
trols production in the Common- 
wealth, Denmark, Benelux, Swit- 
zerland, and Italy. In the 
United States the system is 
known as Trans-Vision which is 
operated by Milprint Inc. Mil- 
waukee. 

Since their formation here 
Transart have produced technical 
brochures for many major 
industrial concerns 


Among papers publishing their 
figures yearly, the North Wales 
& Border Counties Group reached 
a weekly sale of 103,880, a net 
increase of no fewer than 6,800 in 
12 months Since December. 
1949, this group has averaged an 
increase of 4,500 per year. The 
South Coast Group has moved up 
from 149,707 to 154,523 and the 
Kilmarnock Standard’s figure 1s 
24,365 as compared with 24,064 
for 1953. 

Other figures are shown in the 
table below, and more may be 
found in the Stop Press on the 
back cover. 


July -Dec., Jan.-June, July -Dec., 
1953 1954 1954 
8,138,569 8,134,826 8,073,622 
5,139,519 5,167,445 5,115,672 
1,864,514 1,810,911 1,813,125 
783,400 762,979 743,805 
268,391 256,664 246,116 
67.947 64,559 67,842 
106,211 108,518 109,065 
92,357 96,450 95,720 
13,480 14,010 13,861 
39,930 40,706 40,729 
24,351 24,888 24,860 
53,202 65,702 82,007 
28,349 28,343 28,544 
19,216 19,312 19,320 
9,797 10,045 10,157 
21,635 21,992 22,401 
16,494 16,542 16,361 
14,163 14,639 14,969 


Guidance on 
ad descriptions 


Furnishing World will publish 
next week a digest of rulings on 
how furniture may be described, 
to assist manufacturers who are 
preparing catalogues, or adver- 
tising models to be shown at the 
British Furniture Exhibition next 
month. 


Provisions of the Merchandise 
Marks Act and recommendations 
of the Retail Trading-Standards 
Association are drawn upon in 
the digest 
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Advertising’s major role in bid 
standards of living 


to raise 


Ads ‘vital factor’ 
in price cut 


Announcing reductions in 
prices of margarine Clive Van 
den Bergh, managing director 
of Van den Berghs and 
Jurgens Ltd., said: “The high 
and sustained demand for our 
prodact has resulted in lower 
manufacturing costs. A vital 
factor in creating this demand 
has been an extensive advertis- 
ing campaign.” 


Tomor margarine has been 
reduced from Is. 9d. to Is. 8d. 
a pound, and Summer County 
margarine from 2s. 4d. to 
2s. 2d. 

F. C. Pritchard, Wood & 
Partners Lid., who handle the 
advertising for Summer 
County margarine, state that 
there will not be a special 
consumer campaign announc- 
ing price reductions, but exist- 
ing advertisements will carry 
a “price patch” giving the new 
price of the product. 


Allow time for 
training, screen 
printers asked 


An appeal to members of the 
Midland branch of the Display 
Producers and Screen Printers’ 
Association to allow their young 
employees to attend training 
classes during the working day, 
was made by the branch chair- 
man, S. J. S. Herbert, at the 
annual meeting in Birmingham 
recently “I am perfectly sure 
you will find that the standard of 
work in your shops will not only 
improve, but you will make big- 
ger profits because you have 
youngsters who can work and do 
worthwhile work,” he said. 

A London guest, R. Olley, of 
Olley and Rowley Ltd... con- 
demned the “scared” policy of 
Midland members who hid their 
methods and advancements from 
each other. 


Monotype profits up 


A final dividend of 7 per cent 
declared by the Monotype Cor- 
poration makes a total of 9 per 
cent for the year to September 
30, 1954, on capital (one class) 
increased from £1 million to £1.5 
million by a SO per cent scrip 
ssue. Last year’s final of 64 per 
cent made 9 per cent on the 
smaller capital 

After tax of £217,000, etc., the 
net profit is up from £58,638 to 
$154,666 


EDITOR’S TRIBUTE 


TO PART PLAYED 


IN MAINTAINING A FREE PRESS 


A DVERTISING will have a vital role to play in the effort 
called for by the Chancellor of the Exchequer (« “double 
our standard of living in 25 years,” a provincial newspaper 
editor told members of the Club Development Committee. 


In a striking tribute to the 
service of advertising to the well- 
being of the community and the 
maintenance of a free press, J. A. 
Harrison, editor of the Coventry 
Evening Telegraph, said: 

“Advertising has become a 
great social force. It has in- 
fluenced to an incalculable extent 
the habits and tastes of millions 
of people, and has directed its 
appeal to them in matters con- 
cerning their health and their 
appearance. 

“In unscrupulous hands adver- 
tising could be a force which 
would corrupt and destroy and 
play havoc with a nation. I 
mention that possibility to throw 
into relief its positive and bene- 
ficial achievements in this coun- 
try where it is used with a high 
sense of responsibility and of 
probity. 

“The Chancellor 
chequer has encouraged us all 
with the prospect that in this 
country we can, if we make the 
effort, double our standard of 
living in the next 25 years. In 
the expanding economy, which it 
is the aim of governments to pro- 
mote, advertising will have a vital 
role 


of the Ex- 


Creating desire 

“Mass production is useless un- 
less there is mass consumption, 
and it will be in vain that the 
wheels of industry will turn with 
greater speed unless advertising 
in all its forms is used to stir 
imagination and to create desire 
for the things which industry will 
be able to produce in ever- 
increasing volume, 

“Those engaged in advertising 
are well qualified for their part 
in raising the standard of living 

they have promoted the pros- 


perity and contributed to the 
well-being which we already 
enjoy. 


“The luxuries of yesterday are 
the common possessions of to- 
day Because advertising has 
stimulated the demand for these 
things life is fuller, pleasanter and 
easier for countless people. 

“You who are concerned with 
advertising can claim with pride 
that the ethical standards of the 
profession are not surpassed in 
any other country. You have 
built up and voluntarily accepted 
a code of conduct which goes far 
beyond anything required by the 
law of the land. 

“There are still some misguided 
people who think that advertisers 


influence the editor yntents of 


newspapers. As \ ill know 
that is quite untru The news- 
paper needs the advertiser and 
the advertiser needs the news- 
paper, but neither ibservient 
to the other. 

“The revenue h news- 
papers derive fro ertising is 
an important fac deciding 
the price at which papers are 
sold to the public were not 
for that factor doubtful 
whether the hig! itions of 
newspapers in th ys would 
have been achieved 

“It follows that ising has 
played a valuable in build- 
ing up the strengt! naintain- 
ing the independ f a free 


press, which is ar 


‘ntial part 
of our democracy) 


Mr. Harrison speaking 
after a dinner giv delegates 
by Coventry News s Ltd. 
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Round trip 
flight to 
hoost BIF 


Sir Ernest Goodale, chairman 
of British Industries Fair Ltd... 
flew to New York on Tuesday to 
boost the US campaign to attract 
American visitors to the Fair 
(May 2-13) 

He is to speak at a New York 
press luncheon to-day (Thursday) 

To-morrow afternoon he will 
meet New York businessmen and 
past visitors to the Fair at a recep- 
tion arranged by the British Con 


ROYAL VISIT 


_ The Queen and the Duke of 
Edinburgh will visit the BIF at 
Olympia on Tuesday, May 10. 


sulate General. In the evening 
Sir Ernest plans to fly from New 
York to Toronto, where he is due 
to meet Canadian journalists on 
Saturday morning 

He expects to leave Toronto on 
Saturday evening and will arrive 
home, via Montreal, on Sunday 
morning 

Publicity agents for the BIF in 


the US are Charles W. Hoyt & 
Co, Inc., of New York: and in 
Canada, Walsh Advertising Co., 


Ltd., of Toronto 


This Council trusts contractors 
—and 60 sites are improved 


Colchester Corpors'ion believes 
advertisement contra: (urs are pre- 
pared to co-operate \) “improving 
the manner in advertise- 


which 


ments are displi:ed in the 
borough.” 

The Council cided that 
where contract ‘iil agree to 
modernise the ncorporate 
the Council's stions in 
appropriate cas d remove 
certain advert f there will 
be no need t illenge adver- 
tuusements exc n certain 
specified cases 

Before forming this opinion, 
the Council's advertisements 
sub-committce t ted 139 


advertisements, ac 


panied by 


representatives of three advertis 
ing contractors concerned 

The contractors undertook to 
improve 60 sites, and to remove 
advertisements in some 
Forty-nine sites will 
tinue unchanged 


other 


Cases con 


PR dinner-dance 

More than 170 applications for 
tickets have been received for the 
annual dinner-dance of the Inst 
tute of Public Relations, at Gros 


venor House on Friday, Pebruary 
25 


Principal guest will be Vis 
count Swinton Secretary of 
State, Commonwealth Relations 


A group of staff and friends at the first annual dinner of Falcon Studios 


held recently at the Guildjord Hotel, Leeds, where the chairman, W 


Hall, 


announced the introduction of a comprehensive pension, life assurance, 
and bonus scheme 
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lliffe’s Trader 
group changes 


Following the reuirement of 
H. Benbow Elliot (advertisement 
director), effective from to-morrow 
(Friday), and A. H. Ward (manag 
ing editor, Motor Cycle & Cycle 
Trader and Motor Cycle & Cycle 
Export Trader), the following staff 
changes have been announced by 
Trader Publishing Co., Ltd., one of 
the companies of Associated Iliffe 
Press 

W. L. Palmer, director and 
general manager, to be advertis 
ment director 

W. E. Miller, editor Wireless & 
Electrical Trader, to be general 
manager Trader Publishing Co 
Lid nd managing editor, Wireless 
& Electrical Trader 

B. E. Talbot to be news editor, 


Wireless & Electrical Trader 
N. H. Thorn to be London adver 
tt manager Motor Trader 
ind British Automobiles Overseas 
H. Briercliffle to be edi Motor 


Cycle & Cycle Trader and Motor 
Cycle & Cycle Export Trader 

K. F. Martin to b sistant 
ditor, Motor Cycle & Cycle Trader 
nd M r Cycle & Cycle Export 


B. C. Cambray to be assistant 
ditor, British Automobiles Over- 
seas, bul continuing fis associavion 
with Motor Trader dealing with 
new cquipment, ctc 


* * - 

In view of major replanning and 
development it th production 
centres of the Group, D. W. Leahy 
has been promoted to the position 
ot echnical adviser to the board 
of directors, Kemsicy Newspapers 
Lid Consequent upon this 


appointment, F. H. Bale has been 
promoted to be works manager 


Manchester 


7 * . 
fter 21 years with Bristol Co-op 

the last eight in the publicity de 
partment which he helped to create 
A. F. A. Hewlett is lcaving 
become publicity manager of Live 
pool Co-operativ Soc y For 
some tume | has been in charge 
of press advertising and all ou fe 
publicity for the Bristol society 

* - * 


Dudley T. Turner, = man of 
Dudley Turner & Vincem Lid 
leaves this country on FE bruary 11 
on a round-the-world flying trip 

* * * 

G. B. (“Paddy”) Orr, London 
representative of the Evening News 
(Glasgow) and the Evening Express 
(Aberdeen), has been selected to 
play for England in the indoor 
bowling international against Sco 
land v¥ Wales at Croydon on 
March 4 anJ 


Ralph Judson, whose retirement 
was announced recently, hands over 

he id of the advertisement depart- 
ment of BBC Publications on Tues- 
day to his successor, T. F. Henn, 
former editor of Radio Times, 


* * * 


Regent Advertising Club member 
Philip Lipman, assistant print man 
iger at Alfred Pemberton Ltd., 
narries Mile. Mireille Danom of 
Paris on Saturday Two other 
Regent club members have 
announced their engagements 
“Eddy” Edwards, space buyer at 
Pemberton's, to Miss Alma Turpin, 
ind Samual Wilkes, Osborne-Pea- 

xck’s space buyer, to Miss Sallie 
Maureen Silvern 

* * * 


Peter Easton, PRO with Down- 
tons Ltd., came fourth in the Monte 
re irlo rally. Together with owner 
Gerry Burgess, he drove a privately- 

tered Ford Zephyr as part of a 
Zephyr team captained by Lord 
Carnegie. His was the first English 
d car to reach Monte Carlo 


* * * 


Norman Robson (Westminster 
Press Provincial Newspapers Ltd.) 
has been elected chairman of the 
Newspaper Conference Hugh 
McMichael (The Scotsman) is vice- 
chairman. Other members of the 
executive committee are Norman 
Parkinson, P. G. Dymond, J. Iling- 
worth, W. Redpath, W. Stewart and 
C. Webster 

* * 
Philip J. Fawdry, managing direc- 
of Mark Fawdry Ltd., is flying 
to New York to study latest com- 
TV methods used in the 


ry 2 
a vA 
. 
lhe 


To vive their business friends an opportunity of seeing detailed demonstra 
ns of modern methods in letterpress and grr te ge 


Knight & Truscott recently held 


works Present were (left to right) 

Ltd.), E. A. Lacey (Erwin Wasey & Co 
Thompson Co., Ltd.), H. W. Bailey-King 
publications department), D. Morgan 


back row—D. J. Baker (Stafford 


Federation of Master Printers), J 


B. C. Rawson Vlames Nisbet & Co 


(lithography)), A. W Brown (works 
Cackett (resear 


Four appointed to 
‘ Outfitter’ board 


made to the board of 


N. W. T. Kimseth and J. 
appointed editor of the two papers 
which he joined in June, 
has spent the past 2 


has en connected with 


as a representative 


press officer for the Natio 


P. Easton R. Sutton 


At the staff dinner-dance of G. §S. 
Royds Lid., at the Café Royal, 
George Royds chats with Mrs. J. 

Davies, wife of the managing direc- 
tor of Beecham (Northern) Ltd. The 
menu-cover showed facsimile signa- 
tures of the agency's staff. A pro- 
fessional floor show was compeéred 


y Nicholas Royds. 
* * * 


Miss Margaret Lawrence (Mrs 

W. Rossiter) has been appointed 
an executive director of Evans 
Brothers, Ltd Miss Lawrence is 
advertisement manager of Teachers’ 
World and a large group of the 
company's periodicals 

* * * 

Max Williams has been appointed 
acting advertising manager of the 
Caxton Publishing Company For 
the past two years he has been 
handling their circularising. Before 
that he was with Roger Smithell's 
Editorial and Publishing Service 

* * * 

G. D. James, formerly of the 
Robert Freeman Co. Ltd has 
joined Gordon & Gotch Advertis 
ing Ltd., as an account executive 


Obituary 
A. A. Hayles 


Alfred Arthur Hayles, editor of 
The Mail, Madras, India, died in 
Madras on Sunday, aged 67 


Funeral of 
John Dunbar 


The funeral of John Willis 
Dunbar, a director of Odhams Press 
Ltd. and of the Daily Herald 
place at Woking Crematoriur 
Friday. Among the mourners wer 
many representatives of advertising 
journalism and the trade union 


movement. 


AVERAGE WEEKLY NET,SALE JAN/JUNE, 1954—141,610 
All Enquiries to Head of Advertisement Dept., B.B.C. Publications, Broadcasting House, Portland Place, London, WJ 
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Why did they 


choose a 


For some cCon- 

siderable time Ford 

Motor Company Limited 

e been regularly advertis- 

ing in the Daily Mirror. They were 

one of the first of the big motor manu- 

facturers to recognise its astonishing pulling 

power. Now their judgement has been justified 

by the results of the 1.1.P?.A. Survey of 1954 which 

revealed that no less than 27°), of all adults with a 

car in their household read the Daily Mirror, a total 
of 1,672,000 motorists 

The Survey also showed that a tremendously high 

percentage of other expensiye products are to be 

found in Daily Mirror homes. For example, 39°, of 

all adults with a T.V. set in their household and 25° 

of all adults with a refrigerator in their household 
read the Daily Mirror 


With the biggest daily net sale on earth (it exceeds 

4,600,000) the Daily Mirror has the lowest square inch 

° ; per thousand rate of all national dailies. Without 
biggest ys question the Daily Mirror is the world’s greatest mass 


dail. sale market medium. 
< < 
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One of the new Pye “People are 
Funny” window displays which are 


heing featured in the windows o 
Pye dealers in towns where the show 
is being recorded 


‘Adequate control 


over sky signs 


London County Council has 
ley ed a parliamentary bill for 
repealing the provisions of the 
London Building Acts, 1930 and 
1939. and section 18 (flag adver- 
tisements) of the London County 
Council General Powers Act, 
1952, relating to sky signs. 

Ina report to its members, the 
Metropolitan Boroughs standing 
joint’ committee—which covers 
the 28 boroughs in the county of 
London—explains: 

“These acts prohibit the erec 
tion of sky signs, and it is the 
duty of the metropolitan boroughs 
to enforce them. We suggested 
to the LCC that these provisions 
were unnecessary, as adequate 
control of sky signs existed under 
powers delegated by the Town 
and Country Planning Act, 1947.” 


‘Best-ever’ show 


“Most successful ever” was the 
verdict by F. W. Batchelor, the 
organiser, on the 24-day National 
Exhibition of Cage Birds and 
Aquaria at Olympia, the 11th run 
by the two journals Cage Birds 
and Water Life. 

“Over 30,000 people paid for 
admission—-4,000 more than last 
year,” he has stated. “There was 
also a tremendous press interest. 
stories appearing before, during 
and after the event in national, 
provincial papers and magazines 
throughout the country The 
BBC and newsreels gave 
extremely wide coverage.” 

The show is claimed to be the 
largest of its kind in the world 


a gqtoup of 
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Publicity steps up butter 


demand, says Council 
DECEMBER SURVEY OF RETAILERS 


Among the three reasons given by the Butter Information 
Council for an increase of 40 per cent in the consumption of 
butter in the United Kingdom since derationing last May is 
the Council’s national advertising and publicity campaign. 


This campaign, handled by 
Saward, Baker and Co., Ltd., has 
been emphasising the natural 
goodness and food value of 

itter with the slogan “ A pound 
‘f butter is the cream of 18 pints 
of milk.” 

The Council also attributes the 
ncrease to the fact that despite 
forecasts of prices rocketing, the 
average price of butter is now 
ynly Id. or 2d. above the con- 
trolled price of 3s. 8d. under 
rationing. 

The January Intelligence Bulle- 
tin issued by the Commonwealth 
Economic Committee reports 
that the average weekly con- 
sumption of butter in May, 1954. 

is 5,050 tons, compared with 

00 tons of margarine, but by 

vember, butter consumption 
was running at an estimated 7,000 
tons weekly. Margarine—which 
reached 9,400 tons per week in 
June and July—was back to 
8,500 tons in November 


Statistical evidence 


“Preliminary evidence  sug- 
gests that butter consumption 
was well maintained in Decem- 
ber,” the Bulletin adds. 

The latest survey (December. 
1954) undertaken on behalf of 
he Butter Information Council 
supports the official consumption 
figures. The survey refers to the 
experience of a cross-section of 
retailers in London and ten large 
owns and cities throughout 
Britain. 

Asked whether they were 
selling more butter than the 4 oz 
per week rationing level, 54 per 
cent of traders questioned said 
that they were. In the early 
weeks after fats were freed on 
May 9, butter sales dropped to a 
little over 3 oz. per head and only 
17 per cent of traders said their 
sales had increased. Now only 


More poster surveys 


Forthcoming poster surveys, 
planned by Poster Inspectors, 
Ltd., will comprise the hoardings 
of Greater London, and of Man- 
chester, the remainder of the SE 
Lancashire conurbation, the re- 
mainder of South-East England 
Population area, Birmingham, 
West Riding, and Merseyside 


12 per cent claim that they are 
selling less. 

The survey shows London as 
the best butter market. Ejighty- 
six per cent of the London re- 
tailers reported increased sales in 
December. 

Most traders thought that the 
introduction of new margarines 
did not affect butter sales. 

In Birmingham, 78 per cent of 


the retailers questioned in the 
survey said they ere selling 
more butter since derationing. In 
May, only 28 per cent had re 
ported increased butter sales 

In Glasgow, 39 | cent re- 


ported higher butte: les since 
derationing, compared with 33 


per cent in May. Other figures 
(December figures fir 
Liverpool—53 per t against 


= 


per cent; Manchester—33 per 
cent against 5 per cent . Middles- 
brough—50 per cer zainst 25 
per cent ; Newcastle / per cent 
against 20 per cer Ne 

47 per cent against '§ per cent: 


Plymouth—56 per ce igainst 6 
per cent; Portsmouth -61 per 
cent against 16 per cen! ; and in 


Reading—67 per cen! against 
33 per cent 


When Jenolite Litd.. manufacturers 
of industrial chemicals, were told 
that they could have a display in 
the New South Wales Government 
offices in the Strand, London, they 
contacted their Australian asso- 
ciate, the Lawrence Chemical 
Corporation (Australia) Pty. Lid. 
for photographs of their newly- 
opened offices in Sydney, New 
South Wales 

As it was the middle of summer in 
Australia the company had shut 
down for the annual fortnight's 
holiday and so the whole display 
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OUR ARTISTS 
IN PARIS 
EXHIBITION 


The first International Exhibi- 
tion of Graphic Art, organised by 
the Alliance Graphique Inter- 
nationale, will take place in Paris 
from March 24 to May 8 at the 
Musée des Arts Deécoratifs. 
Palais du Louvre. 

British members of AGI who 
will be exhibiting include Ashley 
Havinden (delegate for Great 
Britain), Milner Gray, Jan Lewitt 
and George Him, Tom Eckersley. 
Pat Keely, Hans Schleger, and 
F. H. K. Henrion. 

A special gallery has been 
reserved for commercial cam- 
paigns. Areas of approximately 
500 square feet will be available 
to commercial firms at a fee of 
£300. Schweppes will be among 
the firms participating in_ this 
section. 

In one large hall, the works of 
AGI artists, about 70 exhibits. 
will be on display In several 
rooms a selection of the best 
graphic art used in commercial 
advertising campaigns will be 
shown. In another section the 
part taken by the graphic arts in 
public service will be exhibited 

The French Ministry of Fine 
Arts has contributed one million 
francs towards the cost of the 
exhibition, which is to form the 
nucleus of a collection of repre 
sentative work for an_ Inter- 
national Museum of Graphic Art 

The opening of the exhibition 
coincides with the third congress 
of the Alliance Graphique Inter 
nationale. 


had to be conceived and produced 
in London. 

In conjunction with Pulling & 
Wolsley Lid., designs were dis- 
cussed and approved and the dis- 
play was pre-fabricated in three 
working days 

Large photographic blow-ups of 
corrosion were handled by Jeno- 
lite’s photographer Brian Newton 
Cox, working with an arm in 
plaster following a recent acci- 
dent. The completed display is 
illustrated above 


nine influential newspaperts 


AKIN LASCESTIN MENT ig cg 


KENT 


A.B.C. Weekly Net Sales 
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IN THE RIGHT PLACE 


POSTER on a National Solus Site stands ou. with conspicuous 
clearness—a remarkable tribute to the carefully planned siting 
which has always impressed the many major advertisers who use 
National Solus Sites. 
Your advertisement on a National Solus Site wil! achieve a similar 
predominance and carry its message clearly to the many thousands of 
passers-by who constitute your potential market. 


NATIONAL SOLUS SITES LTD. 


56/60 STRAND, LONDON, W.C.2. TELEPHONE: TRAFALGAR 4922-3.-4 


DIRECTORS  : T. A. Allam (Managing Director) S. E. Carter P. W. Felton R. H. Lawson 


MEMBERS OF THE SOLUS OUTDOOR ADVERTISING ASSOCIATION LTD. 
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150 SAY FAREWELL TO H. C. LONGLEY 
Advertising now ‘accepted 
essential of industry’ 


—says retiring agency chief 


More than 150 advertising people at a luncheon held in 
Birmingham on Monday as a tribute to H. C. Longley 
on his retirement heard him proclaim the enhanced status of 


advertising. 


“Nowadays advertising has become accepted as an essential 
part of industry,” he said. “It is no longer termed an unneces- 


sary expense.” 

Attended by agents, advertis- 
ing managers, advertisement 
managers of national, provincial, 


trade and technical papers, in- 
cluding a large contingent from 
London, blockmakers and 


printers, the luncheon at which 
Mr. and Mrs. Longley were the 
guests of honour had _ been 
organised by a small committee 
comprising: H. Hatton, adver- 


tisement manager, Birmingham 
Mail. K. W. Bailey, advertise 
ment manager, Birmingham 
Gazette; and P. Kennard, 
provincial representative of 
Punch 


Presentation 


During the luncheon, Arthur 
Chamberlain, president of the 
Birmingham Publicity Associa- 
tion, presented Mr. Longley, on 
behalf of the assembled guests, 
with a ciné camera. It is pro- 
posed to exhibit a film of the 
proceedings at the Birmingham 
Commercial Film Studio on 


Tuesday, February 8. 
George Hitchings (Amal- 
gamated Press), who presided. 


referred to the large number who 
had come from the remote fast 
nesses of Fleet Street, or bringing 
with them the familiar damp 
smell of mackintoshes from 
Manchester, to pay tribute to a 
great figure upon his retirement 
after a lifetime honourably spent 
in the fascinating business of 
publicity. 

A graceful tribute was paid to 
Mr. and Mrs. Longley by Leslie 
W. Needham (director of adver- 
tising, Beaverbrook Newspapers), 
chairman, AID committee, who 
recalled that it was 28 years ago 
when he first met Mr. Longley 
in Fleet Street. 

Outlining Mr. Longley's 
career, Mr. Chamberlain (who is 
managing director of the Her- 
cules Cycle Co. and a director 
of Tube Investments), told how, 
after Mr. Longicy had begun by 
selling stereos for Siviter Smith, 
he realised that what many com 

nies wanted was advice about 
ow to advertise. 

The formation of H. C. Longley, 


ONE OF BRITAIN’S BEST 
MARKETS COVERED a 


ABC EMBER 


Ltd., the many successful cam- 
paigns on behalf of bicycles, 
tyres, motors and many other 
products, the early membership 
of the Press Club, the presidency 
of the Birmingham Publicity 
Association, and the chairman- 
ship of the Midland Branch, 
Institute of Practitioners in 
Advertising, were salient points 
in his career. 

By 1950, said Mr. Chamber- 
lain, Longley’s had become one 
of the largest advertising firms 
in the country and certainly the 
largest in the provinces. It was 
in that year that they joined 
forces with Benson's in London. 
In 1954 Longley and Hoffman 
was formed. 

Others who paid tribute to Mr. 

H 


Longley were: E. Hul! 
(advertisement director, Daily 
Herald), Charles Henderson 


(general advertisement manager, 
Daily Herald), M. F. K. Fraser 
(Lawson and Trout Publicity), 
Reg Heath (hon. secretary, 
BPA), and Eric M. Clayson 
(managing director, Birmingham 
Post and Mail). 

Mr. Longley, in 
that this was his fourth swan 
song, the others being tributes 
from Benson's, his own company, 
and the Midlands Branch, IPA. 


reply, said 
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Arthur Chamberlain (right) shows H. C. Longley and Mrs. Longley the 
ciné camera presented to Mr. Longley at the Birmingham lun heon. 


‘BRAIN’ SHOWN TO IPA MEMBERS 


How an “electronic brain” can 
help an advertising agency in its 
statistical work was demonstrated 
by the British [abulating 
Machine Co., Ltd., manufacturers 
of Hollerith punched-card 
accounting machines, to about 60 
representatives of 25 agencies, all 
members of the Institute of 
Practitioners in Advertising, in 
London. 


E. S. Carden, manager of the 
firm’s lecturing and film depart- 
ment, told the agents that the 
machines could be used by 


agencies for recording the number 
of advertisements that have 
appeared, for producing invoices, 
for supplying information re- 
quired by the production depart- 
ment, in costing, and in many 
other ways. Many clients with 
comparatively small organisations 
had found the  punched-card 
system the answer to their 
accounting problems, he said. 
The visit was organised by the 
IPA to aCquaint its members with 
the contribution which punched- 
card accounting can make to their 
statistical and accounting work. 


2,000 mile tour to publicise resort 


To counteract adverse pub- 
licity following the recent flood- 
ing of Mablethorpe, on the 
Lincolnshire coast, six local busi- 
ness people have equipped a 28- 
seater bus to tour South 
Yorkshire and the North Mid- 


OVERSEAS CAMPAIGN FOR ILIFFE’S 
BRITISH PLASTICS EXHIBITION 


lliffe’s third biennial British 
Plastics Exhibition and Conven- 
tion is being held at Olympia, 
Wednesday to Saturday, June 
1-11. There will be nearly 100 
exhibitors showing the latest 
materials, plant, mouldings and 
tabricated goods. 

In 1953, nearly 2,000 buyers, 
from 51 countries, visited the 
Exhibition and Convention A 
bid is being made to attract 
more this year. For the first time 
an official travel agency—Thos 
Cook & Son, Ltd.—has been 
appointed, and full particulars of 
the Exhibition and Convention 
are available, both through its 


offices, and those of its associated 
company, Cie Internationale des 
Wagons-Lits. Information is also 
obtainable from BEA and BOAC 

An intensive overseas advertis- 
ing Campaign is now in operation, 
with announcements appearing in 
the technical press of France, 
Italy, Denmark, Holland, Wes- 
tern Germany and Sweden. 

The Exhibition and Convention 
is organised by the Associated 
lliffe Press journal, British 
Plastics, with the full co-opera- 
tion of the British Plastics 
Pederation. 


Androw Reid is press officer. 


Surrey Advertiser 


HEAD OFFICE 


GUILDFORD Telephone 5252 ae 
LONDON OFFICE: 143 FLEET STREET. Telephone Central 6692 


lands to publicise the resort's 
attractions. 
They raised £1,000 between 


them to buy the bus and to equip 
it with furniture and posters. 

They plan a 2,000-mile tour 
lasting 10 weeks, and during that 
time they will each take turns to 
staff the bus. 

The bus first visited Doncaster 
where an average of 30 enquiries 
a day were received and half-a- 
dozen local clubs promised to 
send coach parties to the resort 
during the summer. 

The six businessmen call them- 
selves the Mablethorpe Holidays 
Association and they say they are 
doing the job because Mable 
thorpe and Sutton Urban Coun 


cils are fully occupied with 

reconstruction work. 
BRIGHT IDEA 

All competitors in the Monte 


Carlo Rally were presented with an 
inspection lamp, the Baby Gripper 
Handlamp, given jointly by Siemens 
Electric Lamps and Supplies Lid. 
and British Central Electricity Co. 
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POSTERS COMPLETE THE CAMPAIGN 
WITH REPETITION IN COLOUR 


BRITISH POSTER ADVERTISING ASSOCIATION LONDON POSTER ADVEATISING ASSOCIAT‘ON (TO 
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COMMENT 


ADVERTISING 
CUTS COSTS 


Another manufacturer of con- 
sumer goods pays tribute to the 
role of advertising in the main- 
tenance of a sound national 
economy. 

Announcing reductions in the re- 
tail price of margarine, Clive 
Van den Bergh, managing dir- 
ector of Van den Berghs and 
Jurgens Ltd., stated : 

“The high and sustained demand 
for our products has resulted 
in lower manufacturing costs. 
A vital factor in creating this 
demand has been an extensive 
advertising campaign.” 

That kind of tribute to the effi- 
ciency of advertising and its 
contribution to the well-being 
of the man-in-the-street is the 
best form of public relations 
the business can have. 

More advertisers should state 
publicly how advertising helps 
to get their products to the 
consumer efficiently and ecoro- 
mically. 


Consumers’ choice 


The power of advertising is 
rapidly becoming more widely 
recognised in Britain—although 
there is still some way to go 
before it is accepted as it is 
in the United States. 

The consumer—especially the 
housewife—is daily demon- 
strating reliance on advertising 
by demanding to an increasing 
extent branded and widely pub- 
licised goods. 

The tragedy would be if produ- 
cers failed to keep pace with 
the ad-appreciative consumer. 
And there is evidence that not 
every manufacturer is wise to 
the advantages of modern 
marketing methods. 

For example, some furniture 
makers are not yet convinced 
of the value of branding, al- 
though there is evidence in 
other fields all round them of 
its consumer acceptance and 
sales success. 


American challenge 


A correspondent in our letters 
page last week drew attention 
to the situation in the frozen 
foods market. 

It seems that American brands 
= contemplating a break into 


ERNEST MARKS PUBLICITY LTD. 
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Spread the accounts around—agencies 
are choked, he says 


S there room for more 
advertising agencies in 
Britain ? 

Some agency directors, short 
of staff and anxious to main- 
tain the economies of their 
organisations at as steady a 
level as the nature of the busi- 
ness allows, would say there is 
not. They would suggest that 
the pool of creative talent is 
not available to meet their 
demands, let alone those of big 
new agencies. 

E. W. Barnes (brother of 
Benson’s Howard), who joined 
Lytle’s board on Monday after 
leaving Erwin Wasey a month 
igo, has other ideas. And he 
states them forthrightly. 

He expressed the view this week 
that there is room for at least 
two more major agencies in this 
country. 

He argues: With an increasing 
number of new products coming 
off the production lines, it is 
essential to have more advertis- 
ing agents. Existing agencies are 
becoming choked - up with 
accounts which should be spread 
around more. 

“One of the troubles is that top 
level personnel cannot be trained 
as quickly as they used to be,” 
says Mr. Barnes. One reason for 
this, he suggests, is that, although 
total billing is higher, the output 
of advertising to-day is not as 
great as it was before the war. 

“In the 30's the average cam- 
paign ran for 13 weeks calling for 
13 different advertisements. Now 
if you can get a change of copy 
once a month you are lucky. And 
the more output there is the 
easier it is to train people. Prac- 
tical trainipg is essential. The 
bulk of agencies are run by 
people who have really been 
through the business,” he says. 

Mr. Barnes may be right. But 
it's amazing how many of the 
“choked-up”™ agencies are at the 
advertiser's door whenever there 
is talk of a new account. 


PRICE TAG 


Ppt the price in the adver- 
tisement ! 

It's an old and oft repeated 
exhortation. Lots of people say 
it. few do it. 

Not often is heard the other 
argument. But it is being voiced 
in America now. 

An advertiser told a dealers’ 


POINT OF SALE 


WARK gMAR 


association convention in 
Chicago: Prices got too much 
emphasis in manufacturers’ 
national appliance and TV adver- 
tising and should be dropped 
altogether. 

It is reported that there was 
“surprisingly strong support” for 
this contention. 


CAREERS 


YES popped when a promo- 

tion piece from the Man- 

chester Guardian dropped onto 
desks this week. 

A black and blue printed single 
sheet leaflet boosting the news- 
paper’s full-page “Careers” an- 
nouncements was overprinted in 
vivid red with I words : 
Revision as series he -—with- 
draw Kemsley Ne ers Lid. 
and include Ferranti Lid. 

Only after a telephone call and 
careful studying of accom- 
panying brochure w possible 
for this column t ice that 
Kemsley Newspapers |td. were 
listed with firms booked for the 
series (which started on Monday) 
and that withdrawal was being 
announced. 

WARNING 


IMES are busy ings are 
good. And ospects are 
bright. 
But is the face of the business 
barometer a false cne? Are 
salesmen being lulled into an un- 


TO-MORROW'S 


@ilt is expected that there will 
be a clubs’ session «i the Ad- 
vertising Association's annual 
conference to be held at 
Brighton in May. 


@ Publicity for the 
Catholic church is be in- 
creased. A campaign will use 
national newspapers 


Roman 


@A number of Government ad- 
vertising accounts are expected 
to change agencies soon. 


@An_ extensive Conservative 
Party poster campaign will de- 
velop throughout the country 
as a prelude to electioncering. 


@ The Coal Utilisation Council is 
to be asked to spend more on 
the advertising of solid fuel 
appliances to compete with the 
big on gas and elec- 


SERVICE 


SESS atc: HAMILTON R° MANCHESTER 13. 


ADVERTISING 


justifiable sense of security ? 
The questions pose themselves 
behind a warning given in the 
bulletin of the British Sales Pro- 
motion Association: 
“Anticipated prosperity should 
not falsely lull our promotion 
efforts into a state of inactivity. 
“However glowing the overall 
picture may seem in the present 
we have all experienced the 
sudden and unexpected trans- 
formation in a matter of weeks.” 


£80,000 PROTEST 


T least one national news- 

paper splashed a story about 
“plagiarism” allegations made by 
Ross Radio and TV Productions 
against the BBC. 

Basis of the protest is a sug- 
gestion that there is too close a 
resemblance between BBC pro- 
grammes and Luxembourg shows 
“People Are Funny” (sponsors, 
Pye) and “Shilling A Second” 
(sponsors, Co-operative Whole- 
sale Society). 

What does not seem to have 
been widely mentioned is a state- 
ment in the letter of protest that 
in establishing the two shows 
“two national advertisers have 
already spent over £80,000.” 


BITING THE HAND... 


“FORTHCOMING aattrac- 

tion,” promised by the 
Furniture Record, is that a 
columnist will “hold forth with 
some heat in a month's time (if 
still in the trade) about inter alia 
advertising (vile quality of). 


TOPICS 


@ Heavier publicity is being 
planned for plastics with par- 
ticular emphasis on industrial 
applications. 


® Commercial television pro- 
gramme contractors are likely 
to be asked to grant general 
recognition as agents to mem- 
bers of the Institute of 
Practitioners in Advertising. 


@ Synthetic fabrics will be fea- 
tured even more prominently 
in spring fashion campaigns. 
Record appropriations have 
been earmarked. 


®@ Plans are being made to launch 
more American domestic 
appliances in this country. 


@ New schemes are planned to 
boost falling draught beer sales. 


ROUND TABLE 


FOR All 
SALES -AIDS 
WITH 
SERVICE 
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76,258 


(July—December 1954) 


| 74,667 


(July—December 1953) 


73,558 


Sull going up 


in its Centenary 
Year 


Head Office: Rate: London Office: 
Victoria Street, 25/- 132-4 Fleet Street, 
Liverpool, 1 single column London, E.C.4 
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Review of Advertising 


Not so glum 


ORE than once in these 

articles the advertising of 

co-operative societies has come 
under heavy fire. 

It has been suggested, I seem 
to remember, that the author of 
the copy was not one creative 
writer but a series of singularly 
sterile committees, and that a 
policy of being penny-wise over 
the art-work ahd type-setting 
was pound prodigal in the 
damage it did to the effectiveness 
of the campaigns 

All this makes it doubly de- 
lightful to find at least one co- 
operative advertisement that 
calls for a cordial welcome and 
at least a cut off the joint from 
the fatted calf. 

Often enough, and probably 
far too often, people have hit on 
the idea of getting radio and 
television actors to write testi- 
monia!s for their products. 

You know just what om. 


By 


The big face with the uncon- 
vincing grin. The copy that is 
s0 anxious not to offend the copy 
chief, the actor and his agent, 
the BBC, the client or even the 
most lunatic fringe of listeners, 
and ends by saying nothing at 
all except that Mr. Dingdong, 
the well-known star of radio and 
television, always shaves with an 
Ethelred blade. It is rare to find 
such advertisements anything but 
a dismal disappointment and a 
memorable bore. 


How infinitely more interest- 
ing, thought somebody at the 
Co-operative Permanent Building 
Society, might be a testimonial 
not from the actors but from the 
radio characters themselves, and 
how wonderful it would be to 
have the advertisement actually 
written by the people who created 
the radio characters ! 


Now this is a thought that 
might occur to many people, and 


Sell to the people of Wales 
through their national daily 


WESTERN MAIL 


& SOUTH WALES NEWS 


HEAD OFFICE, CARDIFF, 
ADVERTISEMENT MANAGER, 


LONDON OFFICE, KEMSLEY HOUSE, W.C.! 
MANAGER ; GEORGE j. STUDD. 


TEL.~ 33022 
R. H. HARRISON 


Tel. TERminus 1234 


COPYTASTER 


A slice of food for 
thought came to 
Copytaster when 
he saw this adver- 
tisement in “Picture 
Post.” The layout, 
he thinks, is very 
powerful and the 
copy eminently fair 
and reasonable 


probably it has. But ¢ 
it must have been the e 
of the whole operation 
yourself trying to se 
to a committee that | 
mature can scarcely 
to show much percept 
relative effectiveness of 
advertising approaches 
yourself selling the con 
notion not only of using radio 
characters, but of putting up the 
money to buy copy that may or 
may not be usable and certainly 
cannot be extensively altered if 
members of the committee itch 
to use their blue penc 
The whole prospect must 

have been so alarming that 

somebody deserves a decoration 

for his bravery in pressing on 

and bringing the operation to a 

ul conclusion. 

In the event, as can sec 
for yourself, the copy was brilli- 
antly written, with such sparkle 
and vivacity that few people who 
embarked upon it can have failed 
to complete the voyage. For 


think of 
siest part 
Imagine 
the idea 
its very 
expected 
n of the 
different 
Imagine 
ittee the 
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sheer entertainment it is in the 
first flight, rubbing shoulders 
with Stuart Menzies’ lunacies for 
Fortnum and Mason and those 
famous parodies of Marchant 
Smith's for Jaeger. 

Whether it will bring a large 
volume of investment to the Co- 
operative Permanent Building 
Society is another question alto- 
gether, and I can’t answer it be- 
cause I know nothing about the 
methods and mechanics of 
making such investments. On the 
face of it the invitation to send a 
post-card for details is so insou- 
ciantly thrown away in the copy 
that one would not expect a vast 
number of replies, but this may 
have been deliberate. With a 
circulation like that of Radio 
Times a free offer even of a 
booklet can have overwhelming 
results if the net is spread too 
alluringly and too wide. 

But immediate replies may be 
less important than I imagine. 
and as prestige publicity for the 

@ Continued on page 2/0 
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The drawing of this advertisement strikes Copytaster as a joy and the 
whole thing seems to him to call for a decoration because of the 
bravery shown by those responsible 
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A sample 


with sales backing 
is a winner | 


i. YOUR PRODUCT is suitable, the surest way 
to increase sales is by sampling. We can state 
quite categorically that the increase in sales 
obtained by this method far exceeds those 
arising from any other form of advertising. It is 
easy to understand why sampling is so successful. 
Advertising usually takes the form of trying to 
persuade people to try your product once and, 
if they like it, to continue buying it. Giving them 
a sample to try is a direct and simple way of 
doing this. 


We have many clients who sample their pro- 
ducts. In every case they report very substantial 
increases in sales. 


The formula for successful sampling is simple: 

1. The product mus‘ be good. 

2. The size of the sumple must be adequate. 

3. The area in which sampling occurs must 
possess a reasonable percentage of retail 
distribution. 

4. It is advisable that the advertiser's sales force 
make a sales drive on the area before sampling 
takes place. 

The distribution of samples can be carried out 
quite cheaply by our nationwide distribution 
service in any town of the country. Small 
samples are delivered through the letterbox; 
large samples can be handed over to house- 
holders personally 


If you are interested in sampling, consult 


Circular Distributors Limited 


GLENISLAND, MAIDENHEAD, BERKSHIRE. PHONE: MAIDENHEAD 1120 
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are your records 
up to date for 1955? 


-it’s going to be a busy year! 


For full efficiency of your organisation you 
need up-to-the-minute details of publications— 
their publishers and executives ; notes on 
policy ; ABC circulations and marketing 

areas ; advertising rates and typographical 

data of : 

@ 1,548 BRITISH NEWSPAPERS 


© 3,853 BRITISH PERIODICALS 
(General, trade and technical) 
©. 9,969 OVERSEAS PUBLICATIONS 
(Newspapers, magazines and trade journals) 
@ 999 DIRECTORIES, ANNUALS and YEAR BOOKS 


Additional information this year : 
Publishers—their newspapers and periodicals. 
Principal Advertising Groups which operate a 
combined advertising rate for their series. 
You will find them all in the fully revised 


1955 NEWSPAPER 
PRESS DIRECTORY 


Order your 
copy NOW 


=e. 3. 6. 


Per copy 
including postage 


The NEWSPAPER 
PRESS DIRECTORY 


BOUVERIE HOUSE, 154 FLEET STREET E.C.4 
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continued 


This remarkable 
piece of wor 


journal styled 
_ _mmerébe de 
Women's Wear 
Daily” and no 
proper coment 
jcan be found 6 


Copytaster 


society this advert ent is 
clearly a winner. The drawing 1s 
a joy and just what one 
imagines the Glums to be like. 
' 
7 - 

THE PULL page mm F re Post 
for Hovis has certain ven me 
la slice of food for thoucat. 
| The layout is v werful 
and I cannot ima; many 
|} people turning ove © page 
without a second eg “Yes 
Hovis is the Slice of Life !” 
they will read, and smaller 
| type “Have some H every 
| day.” 
| So far, so good fhey have 


jread a reason why and an urge 
to buy. But will they read all 
that copy? 


Enthralling the women 


Looking again at the layout | 
imagine that Hovis have taken a 
realistic view of the ma! They 
have been too long in the bust- 
ness to suppose that the jority 
of women are so enthralled by 
bread that they will read several 
hundred words about it, but they 


probably know that a certain 
number—perhaps 10 per cent— 
will read a great deal about 
children and their food 

So they have divided the copy 
into a short piece in big type for 
the lazy people and a much longer 
section in a smaller face for the 
diligent readers. A sensible idea. 

On this subject | am among the 
diligent, for I detest the tasteless 
and crustiless pap that passes for 
white bread to-day and | will 
gladly read anything that bolsters 
up my weekly plea to Mrs. Copy- 
taster for at least one loaf of 
Hovis to be put on the shopping 
| list 
| With such strong feelings on 
the subject | was at first dis- 
| appointed by the copy. It did not 
}seem militant enough, and I felt 
| that there were buttons on the 
j foils and kid gloves over the 
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“and do you know that Perma-lifts Magic Oval Crotch Pantie 


CANT RIDE UP-—EVERIT 


copywriter’s fingers; but on 
second thoughts I realised that he 
must always write in handcuffs, 
for the bakers must never, never 
be offended. White bread is their 
bread and butter, while Hovis is 
only the jam. 

The copywriter is, therefore. 
more or less confined to saying 
that all bread is splendid but 
Hovis is magnificent—and he has 
done it very well. His comments 
on the four main types of bread 
will strike even the most sceptical 
mother as eminently fair and 
reasonable, yet he has been more 
than careful not to let the white 
dogs get the best of the debate 

I must go back for a moment 
to the headline: “Yes, Hovis is 
the Slice of Life!” This would 
surely be an even better slogan 
than it is as a headline, but in any 
case it commends itself to me for 
one reason above all others and 
that is the word slice 

People don’t eat loaves: they 
eat slices of bread, and if Hovis 
persist with this they can hope to 
reach a stage where nobody can 
even see a slice of bread without 
the word “Hovis” crossing her 
mind. 


* * = 


WITH SOME misgiving, but in 
hopes that the make-up man can 
find a corner for it, I have here 
a very remarkable advertisement 
indeed from a New York news- 
paper called American Women's 
Wear Daily for a _ product 
succinctly described in its name- 
block as Perma-lift Panties; No 
Bones About It; Stays up with- 
out stays. The picture shows a 
billy-goat looking through a rail 
fence at a retriever bitch with her 
Six puppies and the copy—ail the 
copy—consists of this plain blunt 
question: “and do you know that 
Perma-lift's Magic Oval Crotch 
Pantie CAN'T RIDE UP—E®VER!!” 

On this I can find no proper 
comment 
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TELEVISION “ 
ADVERTISING 


DIRECTORS 


L. S. Hargreaves (Chairman) 
M. Danischewsky (Planning and Production) 
R. W. Dickenson (Administration and Sales) 
S. E. Linmat 
Alternate FJack Dunfee) 
C. J. Maples, F.C.A. 
S. J. Passmore 
The Earl of Warwick and Brooke 


° 


——— 


The language has no word 
collection of experts. It does 
one — a mere collection of ex 
useless. What is needed, | 
skilled and complex operat: 
focus of experts, an organi 
which — lens-like — can brin, 
widest variety of training and 
to bear on a single point. 

This is the idea of TVA 
vision Advertising Ltd 

Here is how it works. You 
advertising agency — have a 
who wants to use television, 
book time from a pro 
contractor. You probably 
an advertising theme wit 
client, and you may have an ng 
press scheme to tie up wit! 1 our 
problem is to give your clicn: the 
best commercials his appropriation 
will buy. Now your television 
department, if you have onc, may 
well have all the facilities for the 
particular job. But often it won't. 
How could it? As things are, it 
would be uneconomical fo: n the 
largest agency to have all the facilities 
for creating every commercia! any 
of its clients might need 

This is where we come in. You 
brief us, and we write, design and 
produce commercials. We under- 
take to give you, after all this, the 
most effective commercials the avail- 
able money will buy. 


7 di 


1OF EXPERTS 


Why do we think we can do this 
so well ? Because, like a good 
advertising agency, we can focus all 
the necessary specialized knowledge 
and talent onto your problem. This 
is why, for example, our Board of 
Directors is composed as it is. As 
the list on the left will show you, its 
members are experienced and expert 
men in all the relevant fields — 
electronics, the stage, the creative 
cinema, advertising, the law 

And the staff? A body of script- 
writers, designers and executives has 
been collected (by the tooth-comb 
process) who between them are 
trained and talented to do something 
original and effective for every 
product, every scheme, we are ever 
likely to be called upon to create. 

Finally, our experience. As a 
firm, we have not put a television 
commercial on the public’s screens 
— yet. But we have done everything 
short of that. We have made a large 
number of experimental television 
commercials, which we shall be 
delighted to show you. These have 
familiarized all of us with the special 
advertising techniques called for 
by this difficult new medium 

If you thifk we can be useful to 
you — and we think you'll think we 
can — get in touch with us. We'll 
gladly tell you more about ourselves, 
and show you the work we've done 


~ T.V. ADVERTISING LTD 


NS 1 Old Burlington Street, London, W.1 
> REGent 0936 
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How market research is used by the 


GEC in appliance advertising 


HE same thread of in- 

satiable curiosity, which 
for 1,000 and one nights bound 
Harun al Rashid to Sche- 
herazade, also binds the 
modern advertising director 
to his market research man— 
and not only the advertising 
director, but also the sales and 
production directors. 


However, there is nothing idle 
about the curiosity of the modern 
businessman. It derives from 
the constructive responsibility 
which he bears for manufactur- 
ing a product which people 
want and marketing it success- 
fully—and for the huge capital 
sums often involved in tooling 
up for a new product, and for 
the security of employment and 
wage level of his work force 


Frequently so much is at stake 
to-day when a business decision 
is made that management is 
naturally demanding more and 
better information on which to 
base these decisions. Marketing 
research helps to establish the 
facts upon which policy deci- 
sions can be taken, and to pro- 
vide information which is 
invaluable in working out how 
to carry out such decisions. 


Mass consumer markets 


Mass production, mass mar- 
keting, marketing research—this 
sequence is an inevitable con- 
comitant of modern technology 
and large-scale business. The 
General Electric Company, as 
the largest electrical manufac- 
turing organisation in the British 
Commonwealth, and as a pioneer 
in every field of electrical pro- 
duction from the electronic con- 
trols for guided weapons to re- 
frigerators, has inevitably de- 
veloped mass consumer markets 
Equally inevitably, the larger and 
more complex these markets be- 
come, and the longer the distri- 
bution chain to them from the 
factory, the more has the GEC 
turned to marketing research. 


The manager of the GEC pub- 
licity organisation not long ago 
arranged an exhibition to explain 
to our force of sales representa- 
ves how various services pro- 
vided by the company backed 
them up in their work in the field 
At this exhibition (featured in 
ADVERTISER'S WEEKLY, Novem- 
ber 4, page 300) the market re- 
search stand carried this expla- 
natory centre panel: 


The production manager, the 
sales manager and the publi- 
city manager are increasingly 


By MARTIN MADDAN 
of General Electric Co., Ltd., Marketing Research 


using marketing research to 
study what people want, like, 
think and do; and to establish 
retail facts such as which 
brands sell best, what retailers 
push, and why. 

Marketing research therefore 
helps us to sell the right pro- 
duct to the right people at the 
right time. 


Basic advertising data 


How does the GEC make use 
of the research done purely in 
connection with the advertising? 
Before that matter can be dis- 
cussed something in general must 
be said about the firm's market- 
ing surveys on design, produc- 
tion and distribution problems, 
because these have not only an 
intrinsic importance: they also 
often provide basic data for the 
formulation of an advertising 
campaign. This is specially true 
in the case of consumer goods 
and in this article all reference 
regarding capital goods is being 
omitted. 

To be specific. A survey 
made among 3,000 homes gave 
us guidance on the best design, 
size and price for refrigerators 
and washing machines. House- 
wives, both owners and non- 
owners of these appliances, were 
asked a wide range of questions. 


7 


Owners were asked the make and 
model of the appliance owned, 
the degree of satisfaction with it, 
whether the same make would 
be bought again, and details of 
the uses to which the appliance 
was put. Non-owners were asked 
whether they intended to get the 
appliance in the near future, and 
we explored how serious the in- 
tention was of those who said 
they would do so; those who did 
not intend to get the appliance 
were asked a series of questions 
on their reasons 


The survey went further than 


The market research investi- 
gators also measured the 
3,000 kitchen premises and the 
equipment in it, sc that an 
objective analysis could be 
made of the problem of fitting 


additional appliances § into 

typical homes. 

The result has given the com- 
pany invaluable guidance on the 
future policies it should follow 
with regard to the range and 
type of models to produce. It 


has also established tor our pub- 
licity organisation the types of 
people who are most likely to be 
in the market for these appli- 
ances. And it has defined the 
most common points of sales re- 
sistance to these products. 


Information acquired during a survey of some 3,000 homes was used 

in the design of a new GEC refrigerator. Factors of size of kitchen 

were taken into account. Future advertising policies will be based 
upon the findings of this extensive piece of market research. 


The numbers of retail shops 
stocking GEC products—infor- 
mation not obtainable from our 
sales records, because wholesalers 
play a big part in the electrical 
business—is also something 
which we find by marketing re- 
search. We express these num- 
bers as percentages of the total 
of shops stocking any make of 
the product in question, and we 
also analyse the results by types 
of shop (electrical, radio, iron- 
monger, etc.). 

Information of this sort is 
of the greatest help in briefing 
sales representatives on the 
best directions in which to go 
out for increased business, and 
it helps in selecting trade 
journals to advertise in. 

This type of marketing re- 
search brings to light any geo- 
graphical weaknesses in our 
distribution. Once they have 
been spotted, it is usually not too 
dificult to remedy them. The 
vital thing is to spot them in the 
first_ place. 


Order taking problems 


The GEC also uses market- 
ing research to study the physical 
problems of order taking and 
distribution. One such problem 
was the effectiveness of a system 
(being tried out on a pilot scale) 
of taking retailers’ orders for cer- 
tain products by phoning them at 
pre-arranged times and following 
this up by delivery within 24 
hours. 

Another aspect of our market- 
ing policy into which research 
has been conducted is the influ- 
ence of architects and consulting 
engineers in specifying the make 
of installation material to be 
used by contractors. This prob- 
lem is obviously one of wide 
significance, again affecting pub- 
licity as well as sales policy in 
its marrower sense 

Opinions of the service given 
by the GEC is a standard item 
covered in the trade surveys 
which we undertake. We break 
down the different aspects of 
service, including the trade's idea 
of what sort of publicity job we 
are doing, and compare how we 
stand in relation to our competi- 
tors. Of course, electrical whole- 
salers and retailers are not pub- 
licity experts, any more than are 
those in any other trade. But 
because advertising, even con- 
sumer advertising, communicates 
to the trade something of the 
spirit of a company, it is im- 
portant to know the trade's feel- 


@ Continued on page 2/4 
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3 GOOD JOBS 


GOOD AGENCY 


Our staff are acquainted with all these vacancies 


5-DAY WEEK. HOURS 9.30-5.30. LONDON. 


COPYWRITER 


A fellow who doesn't follow anyone, but ts 
original in outlook, nimble with his pen and 
who realises that, notwithstanding his imagin- 
ative talent, every word he writes has to se// 
something. This Agency—an old-established 
one—acts for several clients whose business 
depends on getting coupons back from their 
advertisements : other clients are in the 
electrical engineering field and so a writer with 
at least a smattering of technical knowledge is 
it an advantage: all the same this is NOT 
an essential qualification. 


VISUALISER 


Some would say artist, but as he would not 
be required to produce finished drawings he 
is, in our view, a_ visualiser/ideas man 
Originality, combined with a good sense of 
lay-out and colour—restrained to conform to 
the standard of good taste with which this 
Agency has always been associated—is re- 
quired. He would work solely as an individual 
and not as one of a studio team. 


PRODUCTION MAN 


To assist, Or more accurately to take charge 
of, the administrative side of a very large 
account. Adaptations, blocks, type-settings, 
stereos, printing—all these tools of advertising 
he should be able to use as a craftsman, as 
well as undertake the more mundane job of 
supervising “copy” dispatch and avoiding 
the headaches of accumulating “copy ” 
demand notices! A nice job for a know- 
ledgeable, methodical chap 


Write giving full particulars of experience 
qualifications and salary required 


BOX 9857 
ADVERTISER’S WEEKLY 
180 FLEET ST EC4 


} 
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USE OF MARKET RESEARCH ~— continued 


Working out the det 
to right: Bill Baile 


publicity organisatio) fartin 


an advertising campaign at the GEC Left 
huyer ; Arthur Clarkson, assistant manager, 
Maddan; M. R. Neville, manager 


hlicity organisation 


ing about tt Ve vortant 
indeed 
Retailer surveys ncover 
another piece of mation 
which is helpful h ad- 
vertising and sale ments, 
namely, what weis th re- 
tailers in making t ecom 


mend particular 


Trade paper reacership 


Turning to the research we do 
on advertising problems +s such, 


the readership of trade pers is 
one of the subjects which we 
cover aS a routine in most of our 


surveys amongst the 

information is particular!) useful 
since published information on 
the readership, and even circula- 
tion, of trade papers is extremely 
scanty. 


Also we are always ng to 
get more information on the rela- 
tive value for different purposes 
of various types of med We 
make use, of course, of published 
surveys on the subject it we 


have also carried out special sur- 
veys to obtain specific informa- 
tion on this problem in relation 
to particular products 

The public’s knowledge of the 
company’s name, and of its chief 
brand names, ¢.g., Osram, is made 
the subject of continuous study. 
and the analysis of results, com- 
pared with those of our competi- 
tors. by such factors as age. sex. 
class and region, provides key 
information for planning our 
advertising Campaigns 

Similarly, it is essential to know 

before coming to decisions 
about our media and copy—who 
buys various electrical products, 
although it is realised, of course, 
that it is not always the person 
who uses the product who buys 
it. This knowledge is as import 
ant in the industrial and pro 
fessional as in the consumer field 


Despite the care taken in evolv- 
ing Our advertising campaigns, it 
may still sometimes be considered 
wise to run a small scale try-out 
before the national launch. For 
this reason, and because we some- 
times need information § which 
cannot be obtained except by 
experiment, we conduct many 
kinds and combinations of survey 
in conjunction with test advertis- 
ing campaigns 


From time to time we make 
special surveys for such limited 
purposes as the effectiveness of 
a particular window display. 
In this case, we make the sur- 
vey in_ collaboration § with 
retailers who allow us to ex- 
periment with the dressing of 
their windows, and we measure 
the effect on the public by 
observation and question. 


As a final example of how the 
GEC makes use of marketing 
research, I may cite the survey 
we made two years ago into the 
readership of the GEC Osram 
Bulletin—a journal with a large 
circulation among the electrical 
profession and trade. One of the 
results of this survey was that 
various changes were made in the 
Bulletin's content and style to 
meet the requirements of its 
readers Its size was also 
enlarged 


Some people worry about the 
effect of carrying out marketing 
research on a company’s relation 
ship with its sales force and the 
trade. In most surveys, of course 
the name of the company spon- 
soring it is not revealed. Even 
when it is, our experience is that, 
almost without exception, people 
welcome anything that will 
ultimately help them to do better 

-and it is the same whether they 
are sales representatives, small 
shop keepers, or buvers in a 
nationalised industry 
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LESLEY rTSroOon 


T° V- 
3s PORTLAND PLACE - LONDON It lL. ANegham .- 


Not enough Bodies 


Not every agency will wish to set up its own I.\ 
Department ... which is just as well, for in this hig! 
specialised field there aren’t enough people wit! 
necessarv know-how to fill all the jobs that would be von 

Don’t let that worry you. Let us take over all yo 
headaches. Let T.V.C. become your Television Depart 
ment. We will plan, advise, create, s« ript and produc« 
and our people are basically advertising men with unique 
experience in radio, television and film productio: 

Even those agencies which are in a position to 
their own T.V. Departments will still need outside help 
and T.V.C. is set up to provide first-class productic 
tacilities 

Don’t let advertising by television worry vou 


just ring LANGHAM 2000 and 


to plan 
lo create 
to produce 


COMMERCIALS LIMITED 


ADVERTISER'S WEEKLY 


A DVEER TisSsinNn G 


ee 
pe 
ee | 
a | ls : 
reve } 
, > ge! 
: 4 LEAVE 
4 ie on 
9 a 
é IT a 
h a | 
_ 
LEAVE xr 7 +o §F 
A ke @ ) ' . 
| mr 
——— . “(eR * 
RUC E 
, = o 


ADVERTISER’S WEEKLY 


—_j+— 


m 
TIBBENHAM 
TOUCH 
means 
so much 


f 


av 
\ fa : ne 
. _ aaver™ ea vaGs 
? aners A : 
<V er “ proct't a L aoe 3 line’ ; 
at f 
weer" ol ort 

mane, 2 : 
‘ ho > 


The Dancing Public 

are the largest 

and most discriminating 
buyers of 

Beauty Aids 

Hairdressing Preparations 
and Cosmetics 


THERE ARE 200,000,000 
DANCE ATTENDANCES 
PER ANNUM IN 
GREAT BRITAIN 


DANCE NEWS 


The World’s Largest Dance Newspaper 


Advertisement Manager L. HALL 
Telephones WATERLOO 3766-7 - 8 
76, SOUTHWARK STREET, LONDON, S.E.! 


JANUARY 27. 1955 


Ad Man’s Bookshelf 


High pressure advertising 
with the lid off 


F you want a book to keep 
you up late at night or 
away from the desk during the 
day, you—as an active adver- 


tising man—need look no 
further. It has arrived.* And 
it is published to-day 

It is a funny book—funny 
fantastic and funny ha-ha 
and yet, at the same time, it Is 
brilliantly serious. For example, 
the chapter dealing with the pro- 


cessing of commercial television 
programmes does more to bring 
one up against e of the 
enormous problems ahead for us 


Sor 


than any weighty and purposely 
helpful guide that at least one 
reviewer has yet read 

The author transports. the 
reader on a number of excursions 
into the bally-hoo of American 
high pressure adve ng in 
magazines, radio and tcievision 
So far as one can tell it is all 
thoroughly authentic d some 
of the material has already seen 
the black of print ir e New 
Y orker, the Re porter ind the 


New Republic 
Ball-point saga 


The book gets off a fine 
start with a first chapter giving 
the fantastic saga of the rise of 
the ball-point pen. If the com- 


petitive war between Macy's and 
Gimbel’s has ever been fliercer 
it would be good to hear about 
it. The original high price of the 
pen (it had touched as much as 
$19.98 two months after the end 
of the war) was no deterrent: 


“Inside the store, where ball- 
point pens lay heaped in gleam 
ing piles on the counters of 
two aisles running almost the 
entire length of the 22nd 
Street side, buying quickly 
reached the proportions of a 
stampede. In an attempt to 
break the jam, Gimbel’s hur- 
riedly set up emergency coun- 
ters, and during the day, as 
fresh supplies of pens were 
rushed to the city by plane, 
placed them on sale in other 
departments. “We took over 
Umbrellas, we knocked out 
Clocks, and we went into 
Silver, a Gimbel’s man told 
me in recalling the event 


‘There were ball-point pens all 


over the place By the end 
of the day, Gimbel’s had sold 
10,000 — $125,000 worth at 
retail, representing just about a 
third of the store’s average 
total daily sales volume, at 


that time.” 


Then there is the true story of 
the Borden Company's brand 
mark “Elsie the cow Publicity 


of one sort or another drove that 


* The Big Puff, by Thomas Whiteside, 
i by Constable, price 10s. 6d. 


animal's popularity to such a 
pitch that prior to the presidential! 
elections of 1948, more Ameri 
cans recognised her than they 
did the face of General Eisen- 
hower who had led great armies 
to victory in the west. 


Tales of television 


Yet it is to the chapter on 
television commercials that the 
British advertising man will be 
drawn, much as a pin to 4a 
magnet. 


To investigate this side of the 
advertising profession, Whiteside 
went along to the offices of Bat 
ten, Barton, Durstine & Osborn. 
the agency handling the American 
Tobacco Company's account (the 
company makes the Lucky Strike 
brand of cigarette). 

“I remarked to Denove (an 
account executive) that all the 
cigarette advertisements I could 
remember seeing showed 
people not smoking but merely 
holding lighted cigarettes, but 
that this form didn’t seem to 
apply to cigarette commercials 
on television. ‘No, it doesn't 
at all,” he said. “They actually 
smoke them in television. You 
don’t shoot people smoking in 


still ads. because the cigarette 
would hide the face. . . It 
doesn’t look good. But 
smoking looks wonderful in 
television. Smoking is an 
instantaneous act. ™ 


A little later on Mr. Whiteside 
was brought to realise how it was 
that a great many television com- 
mercials are filmed. A film spot. 
an expert explained to him, was 
more expensive, but it’s safer: “If 
an actor makes a fluff, you can 
re-shoot the scene. If he makes 
a boner on a live commercial 
there’s nothing you can do.” 

There was, he said, the case of 
the comedian “who, while 
smoking a_ cigarette on the 
Chesterfield Supper Club show to 
demonstrate its mild qualities. 
had a violent fit of coughing 
Frankly, Batten, Barton, Durstine 
& Osborn is pretty careful about 
that sort of thing.” 

Thinking that perhaps it might 
add to his overall store of know 
ledge, Mr. Whiteside suggested 
that perhaps he might have a talk 
with the agency's television 
writers. The reply he got might 
startle a few people in the United 
Kingdom 

“We don't have 

vision writers yet ; 
As soon as we get a writer in 
for television copy, the first 
thing he does is grab a diction- 
ary of television terms, and 
then he throws @¥erythifg at 
you . & kills youl” 

Well, it’s only just around the 
corner for us too.-H. F 


any tele 
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THE OBSERVER 


Average Weekly Net Sale 
July—December, 1954 


5435543 


(Audit Bureau of Circulations) 


Increase on the corres; onding 


period of 1953 :— 


43.691 


Opportunities 
in South Africa 


for ARTISTS & 
LAYOUT MEN 


THE African Amalgamated Advertising Contractors a. 
South Africa’s largest advertisi ag agency, offers ¢ xcellen 
pe ac © ambitious young artists, visualisers, layo st 
men 
The Company has completely equipped o all — 
main centres in South Africa, Southern Rhode ond en 
where Gn tanh an owth of in ndustry is creating a con tinual 
demand for peso 
The terms of engagement are good —* nclude Pension 
A, Bag Mesical At benefits and gene —— ne lities. 
Passage paid for successful a couliennts bed tale ves. 


Write i ike thes leche g details of your experience 
oo 


AFRICAN AMALGAMATED 
ADVERTISING CONTRACTORS LTD., 


P.O. Box 7012, 4th Floor, His Majesty's Building, 
Commissioner Street, JOHANNESBURG 


TR.:AAPINEX 


FOR TRANSFERS 


Service 
and quality 


“Write or phone: TRAPINEX LTD 


176-188 ACRE LANE, BRIXTON, S.W.2 
‘ BRIXTON 2057-8 
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The Wall Street Journal solicits 
advertising on its record — on its audit of 
circulation (ABC), and on the market 
power of that circulation. 


Measure Journal circulation by these 
yardsticks: 


317,000-Plus Circulation concentrated 
where business concentrates. Journal’s 
circulation closely parallels industrial 
employment, state-by-state; 


300,000 
317,000-Plus Circulation obtained 
without premiums or special deals; 
250,000 317,000-Pius Circulation at 10 cents a 
copy, $20 « year, with 93% sold through 
subscriptions; and with an overall renewal 
average of 70%; 
200,000 
317,000-P!us Circulation spread among 
the Nation’s most progressive industries... 
top executives...and men stepping up 
150,000 in business; 
317,000-Plus Circulation that is billions 
in purchasing power! 
100,000 
50,000 
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STRONG... ». 


Wall Street 
The Wall Street Journal is the only national U. S. 
business daily. Its state-by-state circulation Journal meals 
is proof of wide coverage. 2 
To speed its nation-wide distribution, The 
Wall Street Journal publishes four editions — Business America 


Eastern, Midwest, Southwest, and Pacific 
Coast. All editions are virtually identical in 


national news content. Each also carries rom 
local and regional news of business. F Coast 
This flexibility offers many unique 


advantages, for example: to Coast... 


1. Advertisers can list local dealers or 
distributors with simple copy changes in 
each ad. 


ADVERTISER'S WEEKLY 


2. Advertisers can select the areas where sales 
concentration does them the most good. 


3. Advertisers can time their messages to 
take advantage of seasonal or regional 
buying habits. 


For speed and economy... for national or 
regional impact on your U.S. business market... 
The Wall Street Journal should head 

your advertising list. 


Map shows state-by-stote Wall Street 
Journal circulation September 30, 1954, 
the four oreas covered by editions, and 
the four printing headquorters—starred. 
Notional circulation (including foreign) 
317,381 is comprised of. Eastern Edition 
149,434; Midwest Edition: 97,246; 
Southwest Edition: 27,338; Pacific Coast 
Edition: 43,363 
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DAY AND NIGHT PRINTING 
ON THE FINEST AND FASTEST MACHINES IN THE WORLD 
Daily delivery and collection 
London area. 50 years reputation 
as reliable trade quality printers 
_ zz and Monotype setters. 
i ENQUIRIES ALWAYS WELCOMED. 
] Tel ; 
G. F, TOMKIN Lid. wadiatntticas 
501/5 GROVE GREEN ROAD - LONDON - El! 
Adjoining Leytonstone Central Line Scatior 15 minutes from City 


Undoubtedly one of tt 


for reaching the buye f technical 


products; this wide! 1 engineering 
journal, publish nthly, is an 
essential for ever chnical advertiser. 
Send for free specimen — »py 


and rate card... 


EMMOTT & CO. LTD., 3) KING ST .cET 
LONDON OFFICE: 50 TEMPLE CHAMBE® 


WEST, MANCHESTER 3 
S, TEMPLE AVENUE, E.C.4 


Mw 14 
"We have found { ) 
by years of } ¢ m films in 
experience that L m colour 


sustained will help build your good- 
will—sell your] goods — 


inform your customers — 
instruct your employees 


S$ 


The Specialists in l6mm. 
Colour Films 


advertising in 
your *Journal 
has given us 


compensations i 


od 
~ 


no uncertain 


manner. " 


, Wm. Douglas & Sons Ltd. 


MACHINERY MANUFACTURERS 


*Paint, Oil & Colour Journal 


STANLEY 


SCHOFIELD 
PRODUCTIONS [7 
6.748. Old Bond St. 


London W.1. 
MAY fair 4642/3 


Advertising rates from the 
Paint, Oil & Colour Journal, 
83-86 Farringdon Street, 
London, E.C.4. City 4788. 
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Review of Advertising Films 

A detergent selling film 

—with a difference 

By PAUL NUGAT 
DETERGENT film was 
wanted for Omo. But 
another detergent film ? 
Obscurely remembered only 


are the scenes of little domestic 
accidents ending happily with 
mother’s hands all foamy at 
the kitchen sink. 


Something different, decided 
Screenspace Ltd. and agents S. H. 
Benson, meant something abstract 

and the makers of Omo cour- 
ageously agreed. To sponsor an 
abstract film is an act of faith on 
the sponsor’s part. That beloved 
control instrument, the story- 
board, has to be thrown out of 
the window and the fate of the 
film entrusted to the producer’s 
ingenuity and imagination, guided 
(in this instance) by Omo’s pack- 
aging and poster design. 


Colours of pack 


A one-minute film in Eastman 
colour, “Omoscope” uses nothing 
but the colours of the Omo pack 
in its medley of configurations, 
which derive basically from the 
poster design. But one could not 
help feeling that the film owed 
something to the vogue of science 
fiction at its most imaginative. 
The rather atonal surrealistic 
musical score by Andre Jolivet 
one of France’s outstanding con- 
temporary composers—makes for 
a terrific impact, which no audi- 
ence will easily forget. The chief 
inspirator was Andre Sarrut. 

Agents’ attention should also 
be drawn to “The Circus,” a 
four-minute colour film from the 
Screenspace people for Parisienne 
Maryland cigarettes This is a 


The Owen Falls dam is the 
Uganda” which has been 
for the Uganda Electricity 


made 


star of the 
by 
Board as well as the principal contractors 
engaged on the hydro-electric 


Bar- 


“Preference 
showing a desk of Bartrev 


A scene from 
trev” 
wallboard. The sponsors are 
the Vere Engineering Company, 
producers Verity Films Ltd. 


captivating featurette in which 
juggling and acrobatic turns are 
devised around dexterity with the 
cigarette. 


* * * 


IN THE film “They Serve to 
Lead,” the War Office shows a 
commendable understanding of 
the doubts young men have about 
the prospects of a career as 
officers. Shown through the eyes 
of a 16-year-old schoolboy having 
an army uncle to conduct him 
round Sandhurst and the Royal 
Military College at Shrivenham, 
the emphasis in the first part of 


HZ @ Continued on page 222 


50-minute film “Power for 
Gateway Film Productions Ltd. 


scheme. 
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The wider the public who sees Films and Fil: , to put across your 
your film publicity, the less it costs story with in that sells ; and 
you in the long run ; and the more you get the | of Britain’s largest 
your films attract and convince that cinema group the Independents, 
public, the greater your profit. totalling 72 per cent of all the 
Presburys effectively link these cinemas in t suntry — to bring that 
two essentials with attractive rates story before the greatest number 
to assure you of the greatest of your potential customers. 
£ for £ value in any sphere of These are only two of the reasons why 
modern screen publicity. Presbury’s closely co-ordinated 
Through Presburys you get up-to- service is used by Britain’s foremost 
advertisers . . . we Shall be happy to 


the-minute scripting and screening 


facilities for Solus and Semi-Solus enlighten you further. 


PRESBILRYS 


FOR PREFERENCE 


consult... 


S. PRESBURY & CO. LTD., GLOUCESTER HOUSE, 19 CHARING CROSS ROAD, LONDON, W.C.2 Telephone: WHiltehall 3601 
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——3 out or 4—- 
Retailers 


ORDER AND READ 
the independent trade Journal 


NATIONAL NEWSAGENT 
BOOKSELLER, STATIONER 


By far the largest net sales 


ap 


~eneee OF tee 
vet | —fuetew 
OF Cee ome 


Send for details and rate card 
Advertisement Manager, 
N.N. 
149, Fleet Street, E.C.4 
Tel.: CiTy 2604 (5 lines) 


“FARMERS JOURNAL” 


(Official Organ of Ulster Farmers’ 
Union) 


For efficient cover: 

of farmers through- 
out the Six Counties 
of Ulster. 


A.B.C. figures 
“enmenn OF THE July to Dec. 1954 
AvVOIT SUAEAU 
OF CIRC VLATIONS 2 7 , 82 8 
Belfast Office 


18 Donegal! Square, East. Tel. Belfast 24397 
London Office 
69 Fleet Street, £.C.4. Tel. Central 5453 


Everyone in Cyprus 
who knows English 
reads the 


P.0.8.344 
Nicosia 


29 Oxford St., W.1 
Ger: 0737 


HILL & ECKERSLEYS 
LIMITED 


LETTERPRESS 
COLOUR 
PRINTERS 
NEEDHAM AVENUE, 
CHORLTON-CUM-HARDY, 


MANCHESTER, 21. 
TELS: CHOriten 1069/6385 


97? 


REVIEW OF 


drunk Bath- 


The waters 
from the hot springs of Bath Spa 
t een used for medical treat- 
ment since before the days of the 
Romans. Great hospitals have 


fhousands have. 


built in Bath to treat 
rhg itic cases and dispense 
th waters — giving steady em- 
pleyment to many of the city’s 
inhab!iants. 

Bath is a city for health... 
healthy people, healthy industries 
and healthy mixture of every 
kis buyer. Here is a perfect 
tesil ground for every market- 
inn eme 

od The Bath and Wilts 
Chronicle and Herald with a 
nightly circulation of 1} copies 
for every house in the city—gives 
you positive * blanket’ coverage 
of this compact market—for 10/- 
per s.c.. you can try out your 
product on a cross-section of 


every kind of English buyer from 
income group A to group E 


You're ‘elling to Britain in miniaturé 
if your're selling to Bath” — through 
the BATH & WILTS CHRONICLE 
& HERALD. 


*xit ONLY evening paper printed 
and published in Somerset. Get fuil 


details from: The Advertisement Manager, 

1M Fleet Street, London, E.C.A4. 
Telephone : Central 2767. 

GLOVERS 19722 


| showing. 


| Cimermnas. 
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AD VER TISING FILMS —continued 


~~ 


This scene from 
the Maconochie 
film “Your Grocer 
Knows,” has been 
incorporated on a 
showcard for Pan 
Yan pickles and 
issued {to grocers 
wishing fo arrange 
displays in con- 
junction with the 
A one- 
minute colour pro- 
duction, the film is 
appearing at 580 
Agents 
are W. S. Craw- 
ford Ltd. 


the film is on the scope provided 
for talent. Whether of a tech- 
nical or scientific bent, linguistic 
or merely of general intelligence, 
the army displays its outlets, 
opportunities for promotion, pen- 
sions, etc 

Perhaps the most impressive 
feature is the absence of any 
attempt to disguise the fact that, 
in defence of peace, a soldier goes 
to war. A military exercise in 
Germany and the fortunes of a 
patrol in Malaya are both re- 
minders no teen-age audience will 
overlook. 

Produced by Verity Films Ltd., 
the running time is 30 minutes. 

* * * 

Tue trrce “How Do You Wash 

Your Hair?” has been given to a 


' two-minute film for Gibbs “Sun- 


silk” shampoo. Produced by 
Publicity Films and directed by 
Cecil Musk, it is the popular 
Elizabeth Allan who throws this 
question straight at the audience. 
There follows a brief demonstra- 
tion of the difference to the same 
head of two rinses with an un- 


named shampoo or one rinse 
with “Sunsilk.” A questionable 
point of this very much to the 


point plug is whether women will 
be pictorially convinced that the 
smooth glossy effect of the spon- 
sor’s product is not simply damp- 
ness 

* * * 

THe FUM to which that 
cumbersome word “documen- 
tary” was first appended being 
now no more than a nostalgic 


3 


memory for its pioneers, a cer- 
tain pleasure is to be had from 


discovering that it is not quite 
dead. “The Sea Shall Test Her” 
is a public relations-wise contri- 
bution from the Iron and Steel 
Federation aimed at a better ap- 
preciation of how ships are born 
The subject matter in itself is 
unpromising, but seen with the 
poetic freshness of Jack Howells, 
who both wrote and directed the 
film for British Films Ltd., the 
film acquires a soul of unsuspect 
ing beauty. The language of the 
commentary is splendidly poised 
between prose and poetry, and 
Edward Williams has written the 
best musical score to be heard in 
this field for a long time 
* * 


FILMED WITH a view to its 
being shown at a New York ex- 
hibition, “Preference Bartrev” is 
the sequel to last year’s film, 
“The Bartrey Press.” It demon- 
Strates quite effectively the re- 
markable uses this wallboard can 
be put to in the prefabricated 
building and interior furniture 

The sponsors are the Vere En- 
gineering Company, and the pro- 
ducers were Verity Films, Ltd 
Running time is 10 minutes 

x * = 


THE COMPLETE story of the 
construction of the Owen Falls 
hydro-electric scheme has been 
told in “Power for Uganda,” 
made by Gateway Film Produc- 
tions Ltd. The film was spon- 
sored by many of the construc- 
tional firms concerned. 


Sandhurst cadets 
are here seen 
taking part in a 
discussion on 
economics—-one of 
the incidents in 
the film “They 
Serve to Lead 
produced by Verity 
Films Lid 
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~ OUTDOOR 
SIGNS 


with a Guarantee: 


ote against 
f wx y @ FADING 
Zz mJ © CHALKING 
“Ee d DISCOLOURATION 
a 4 ey ¢ DETERIORATION 
Sy OTHER THAN THROUGH 


MECHANICAL DAMAGE 


N.L.COWLING: 
(CHARLTON) LTD. 
PAT. 6538642. 


COPYRIGHT DESIGN 


YOUR GUARANTEE OF QUALITY 


ARMSTRONG GARDENS, WOOLWICH ROAD,  S.E.7 TEL. GRE 0051-2-3 
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Pearl & Dean an 


An organisation with unique 
experience in visual selling now 
offers a complete service to 
Advertisers and Agents 


The Real Problems 


When all is said and done (and a great deal has 
been said!) the problems confronting the agency 
or advertiser considering the use of T.V. as an 
advertising medium are these:— 
I How, creatively, to use this new and 
un-tested medium 
2 Where to find adequate studio space. 
3 How to guarantee that the commercials 
will be processed in time to meet the 
schedule dates. 


When, some time ago, the likelihood of 
commercial television in this country was first 
being discussed, we at Pearl & Dean realised that, 
with our considerable experience of creating and 
producing successful advertising films, we were 
in a much better position than most to assess the 
problems. Although it was evident that T.V. 
advertising, like screen advertising, would be 
fundamentally a question of visual selling, we 
have spent a great deal of the intervening time 
studying the differences in technique between 
T.V. and screen advertising, and we are now 
confident that our creative and production 


personnel are thoroughly familiar with these 
differences. We have studied the problems of 
this new medium in so far as they concern the 
advertiser and the advertising agency and have 
prepared a plan, ready to be put into operation now, 
which we feel will meet their requirements. We 
have also taken practical steps to overcome the 
three main problems detailed above. 


The Case for 
Pre-filmed Commercials 


There is every reason to believe that the American 
pattern of T.V. whereby four out of five com- 
mercials are pre-filmed, will be followed in this 
country. 

The main reasons for this are, firstly, that 
too many mistakes are liable to occur in ‘live’ 
commercials: secondly, because repeats are more 
expensive when done ‘live’: thirdly, that it may 
be decided to televise the same commercial from 
two or more different stations at the same time. 
The advantages of film, therefore, are obvious. 
But clearly the film must be made by people 
who understand both film-making and the 
requirements of the T.V. medium. 
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Lelevision Advertising 


WHAT PEARL & DEAN 
CAN OFFER YOU 


Creative Service 


As far as visual selling is concerned, Pearl & 
-Dean have the most experienced team of live 
action script writers, technicians and directors in 
the country. We have also recently built up a 
cartoon unit with the finest animators, specifically 
to meet T.V. requirements. Then, of course, our 
exclusive agreement with Joop Geesink, the 
world’s leading puppet film producer, enables us 
to offer his successful experience in American 
T.V. to British advertisers. 


Studio Facilities 


There is going to be a serious shortage of studios 
equipped to make T.V. films. Pearl & Dean have 
anticipated this difficulty by taking, on a long and 
exclusive lease, the well-known Southall Studios. 
Here, we shall have three stages specially equip- 
ped for the shooting of T.V. commercials. Also, 
we have exclusive arrangements with advertising 
film studios in Paris and Amsterdam. 

These studio facilities are open to you 
whether you do the creative work or we do it 
for you. 


Guaranteed Processing 


You may not /h 
amount of film re 
entertainment a: 
such a quantit: 
London for pr 


realised this yet, but the 
red for television in both the 
ommercial fields will be of 
iat laboratory facilities in 
ing films are going to be 
seriously taxed. | der to overcome this bottle- 
neck, as far as 0 ents are concerned, we have 
made arranger - with leading processing 
laboratories to : us priority and to guarantee 
that the process commercials will be com- 
pleted on sched 


A Wore About Quality 


We hope we ha 
we think we kno 
is a new mediu: 
cerned. Howe\ 
always insisted 
tion in advertisi: 
this reason that 


‘t given the impression that 
| the answers. After all, this 
far as this country is con- 
-e are very exacting and have 
he highest quality of produc- 
lms for the screen. It is for 
lar as our creative service for 
T.V. is concerned. we shall restrict our output to 
thirteen one-n - live-action films a week, one 
cartoon film a week, and two puppet films a month. 
Demand for the kind of facilities we offer is 
likely to exceed supply. We shall naturally try to 
accommodate as many clients as we can, but 
would emphasise that it will be necessary to start 
planning as soon as possible. 


33 DOVER STREET, LONDON, W.1 - Mayfair 7494 


‘BRANGH OFFICES 


3 The Parsonage - Manchester 3 
Blackfriars 3880 


113 St. Vincent Street .- 


Glasgow C.2 
Central 9372/3 
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BIA mailing lists are more 
up-to-date, more accurate, 
and more specific than any 
other. They offer you the 
best coverage at home 
and abroad. And theyre 


thorou ghly dependable. 


Write or phone today for BIA’s free Mailway catalogue listing the thousands of home and 
overseas classifications in general use. Lists can be specially prepared to suit a particular sales 
problem. 

Only Mailway shows prices as well as the number of addresses available. Complete details are 
also given so that you can readily learn the costs of a campaign. Write to BIA House, Dept. B, 
Chalton Street, London, N.W.1, or phone EUSton 5262/6. 


BRITISH & INTERNATIONAL ADDRESSING LIMITED 
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Direet Mail in Action 


ADVERTISER'S WEEKLY 


What every advertising agency 
needs to know about direct mail 


The special advantages of the direct mail technique of advertising are becoming more and more appreciated by adver- 


tising agencies. 


In this article, J. W. W. CASSELS, director of the Addressing Co., Ltd. and ADMAC 


(London) Ltd., draws attention to some of the ways in which campaigns can be helped by use of the technique. 


HY should we use direct 
mail? Direct mail stands 
second to the press in the amount 
of advertising money spent on it 
and there is only one explana- 
tion. It pays 
Given the right conditions, 
direct mail has certain advantages 
peculiar to itself, the most impor- 
tant possibly being its ability to 
be personal. Do not under esti- 
mate the tremendous pulling 
power of this attribute. Anyone 
who has written to his lapsed 
customer accounts and said in 
effect, “We are sorry you have 
neglected us so long ; is anything 
the matter and can we put it 
right ?” will testify to the often 
staggering results of this very 
simple personal approach. This 
underlines the importance of the 
letter 


Sending the catalogue 


Printed matter cannot be per- 
sonal. But you can send a printed 
sales catalogue to a customer and 
say in the letter accompanying, 
“Bring this in the day before we 
advertise the sale to the general 
public and take your pick,” and 
you can send the same catalogue 
to a prospect with a letter saying, 
“Here's your chance to try our 
shoes at greatly reduced prices.” 
With direct mail you can send the 
same explanatory printed matter 
to a dozen different markets, with 
a different letter to each bringing 
the value of the product home 
personally to the individual 

Do copywriters appreciate 
this point? Do they under- 
stand enough about the art of 
writing sales letters to be able 
to take advantage of it? 

Closely akin to the personal 
approach is selectivity. You do 
not have to approach all engineers 
when you are interested only in 
ventilating engineers or dairy 
engineers Selectivity includes 
picking a list of the right people 
It should be obvious that a man 
whose garden consists of a win- 
dow box in a block of residential 
flats is not a promising prospect 
for a motor lawn mower. Yet 
I have known direct mail sent to 
such people 

Not long ago, a company with 
whom I am _ associated, the 
Addressing Co., Ltd., received a 
letter from a Bristol firm who, 
so far as | am concerned, shall 
blush anonymously The name 
of the company could surely mean 
only one thing—a firm which 
is concerned with addressing 


envelopes. But the letter offered 
it 1,000 gallons of methylated 
spirit. 

It cannot be claimed that the 
most carefully compiled list does 
not include errors, and I have 
cited this case only in order to 
point out the need of an agency 
to have someone who can advise 
them on this all important ques- 
tion of the list. 

Suppose, for instance, you 
inquired of two mailing houses 
for a list of doctors and found 
one house with 20,000 names 
more than the other. Have you 
someone who can sort that one 
out? Have you someone who 
can find out if the one house is 
including retired doctors and 
accommodation addresses with 
its list. or if the other house is 
neglecting to add the newly 
appointed doctors? Or, if it is 
a question of your client building 
his own list, have you someone 
who can take him by the hand 
and lead him along that prickly 
path? Without a list of the 
right people, the most persuasive 
sales literature will profit you 
nothing 

Timeliness is another 
tage of direct mail 


Hidden from competitors 


A simple illustration would be 
the announcement of a change of 
price. You could keep it hidden 
from your competitors until the 
last moment and then spring it 
simultaneously upon your entire 
market. No doubt if you were 
selling motor lawn mowers, you 
would time your circular to arrive 
on Saturday morning, just when 
the husband was bleakly contem- 
plating several hours hard push- 
ing of a hand type. Similarly, if 
you were approaching provincial 
retailers, you would avoid your 
message arriving Wednesday or 
Thursday morning, when the 
shopkeeper would be keeping an 
eye on the clock as his afternoon 
off was approaching. Timeliness 
must be used with common sense. 

A friend of mine has told me 
that when his son was born he 
was inundated with samples of 
soap, powder and baby foods. 
Those were timely, and when he 
had exhausted the samples, he 
bought the brands his wife 
thought best. But he also got 
several letters from insurance 
houses. Now he knew that he 
was going to buy insurance ; but 
not a few days after the boy was 


born, when his mind was full of 


advan 


other things. For at 
weeks he resolutely fo 
series of persistent att 
the firms concerned { 
doned him as hopeles 
about three months 
insurance broker 
woodered if he now 
think about insuranc: He got 
the business. Time! 1 very 
much bigger subject ' ppears 
on the surface. 


three 
off a 
and 
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Then 
lone 
and 
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List of advantaces 


ne of 
mail 
reative 
ches 


Let us now deal \ 
the advantages of 
which should make 
man lick his lips 
of the paper on cturer, 
the printer, block and 
arust are poured « t the 
feet of direct mi What- 
ever vou need sent 
your product in its your- 
able light is yours i lance 
Unlimited colour finest 
blocks, exactly the paper, 
as Many printing pr you 
like—the only limit what 
the job will stand sion 
is, are you sure th uighly 
skilled artists and writers 
know how to apply know 
ledge to the prepar f direct 
mailing pieces ? 

Is it realised that 
different technique 
compared to the pr 
press advertisemen'! 
meet strong com; n 
editorial, photographs and 
advertisements. | 
or it will 


entirely 
volved 
m of a 
has to 
from 
other 
shout 


on the other 
hand, has a different problem. 
It is a gate crasher. It has 
invaded uninvited the | nglish- 
man’s breakfast table. it must 
explain its presence in a satis- 
factory manner and quickly. 
Shouting under such circum- 

stances would be rude and un- 

necessary. 


Gaining the attention 


For the split second when the 
envelope is opened, direct mail 
has the undivided attention of the 
reader, undistracted by the shouts 
of competitors In that split 
second, direct mail must persuade 
the reader that it is to his interest 
to read further—or ! 

Here is something different 
from the press 

A gripping orator may weave a 
spell on the platform, but if he 
forced his way into a private 
house and shouted and gesticu- 


' 
elise 


lated as he had done so success 
fully on the platform, how long 
would he be suffered’? Is your 
agency equipped to measure these 
different approaches ? 

The very advantages of direct 
mail pose a whole lot of problems 
distinct from these normally en 
countered in the preparation of 
press advertisements 

We have touched upon the 
“why” of direct mail What 
about the “when”? When should 
direct mail be used ? 

You can use it to sell by post, 
to bring people into a shop, or: 
to get the prospect to send for 
a representative to perform a 
service——-such as collecting car 
pets for dry cleaning 

You can use direct mail to help 
the salesman, to keep him busy 
following up live inquiries, in 
stead of wasting two-thirds of 
his time trying to get in some 
where. It can help the salesman 
in other ways He may have 
sold the works manager on new 
plant; but the works manager 
has then to sell his board, with 
out the salesman being present 
A carefully planned booklet 
designed to give the works man 
ager answers to all the objections 
the board is likely to raise, may 
well turn the scale. Again, if the 
salesman has a big territory 
direct mail can keep the firm in 
friendly touch until he can get 
round. You can use direct mail 
to get new customers, to keep old 
customers, and to recover cus 
tomers who have strayed away 


Clinching the sale 


You can also use it in partner 
ship with press advertising. When 
you sce a press advertisement 
urging the reader to send for the 
explanatory booklet, you are 
using the advantages of direct 
mail to clinch the sale, the press 
having created the opportunity 
You can use direct mail to stimu 
late sales in a selected district 
You can use it to foster goodwill 
and to give and get information 
In fact it must be a pecaliar busi- 
ness that has not some use for 
direct mail. 

Now we come to the “How 7?" 
of direct mail: How can it be 
worked out and prese nied to the 
customer so that he will grasp 
quickly its potentialities ? 

I find that both client and ad 
vertising agent appreciate a digest 
of the proposed campaign, pre- 
sented in simple form and with 
all the frills eliminated. 


— 
TH 
Tee 
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«2 we like 


our share 


of cream 


The big ten-shot-in-six-colours 
creative jobs are the cream of direct mail and of 
course we like working on them. But CL isn’t an 
agency that thinks only in terms of fabulous campaigns. 
We devote just as much of our time and care to 
facsimile letters, list bui ling, addressing and mailing 
—in fact our departments for handling these everyday 
jobs have been developed to give a specially good 


service. That's a point to remember when you're 


planning your next mailing, 


Ci 


CHADWICK-LATZ LIMITED 


in the past s0-odd years we've 
grown roots without going to 
seed. FACTS AND FIGURES will 
prove it. We'd like to send you 


a copy. 


Creators and Distributors of Direct Advertising 


Alexander House « Shaftesbury Avenue « wc2 * Temple Bar 2641 
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Direct Mail in Action 


How the trade was told 


of a new ignition coil 


Effective use was made of the direct mail technique by the British 
Delco-Remy-Hyatt organisation in connection with the introduc- 
tion of an oil-filled ignition coil to the trade. 


HIS is the story of a direct 
mail campaign to boost a 
product seemingly impossible 
to cope with by such an ad- 
vertising medium—an oil-filled 
ignition coil. However, the in- 
troduction of strong “mystery” 
element, coupled with meticu- 
lous timing and attention to 
detail in the “cost-what-jt-may” 
spirit brought success. The 
story properly begins in 1949. 
Appreciating the need over 
here for the kind of Delco-Remy 
oil-filled coil which had been 
produced for the American car 
industry, the Brit firm of 
Delco-Remy-Hyatt, Division of 
General Motors Ltd., decided to 
launch a project for the manu- 
facture of an improved version. 


A superior product 


A team of the ignition 
engineers spent a iong time in 
the United States dying the 
making of such co nd, after a 
long period of intens develop- 
ment and planning. the com- 
pany’s modern plant at Dunstable 
began to produce a superior coil 
by means of an exclusive process 
and patented machinery And 
the price of the coil to the 
motorist was competilive. 

How to introduce the product 
to the trade and general public 
to get maximum attention? It 
was decided to make use of the 
fullest resources and possibilities 
of the direct mailing technique. 
The advertising agents involved 
for the space booking and pro- 
duction arrangements were T. G. 
Scott & Son Ltd 

A personal letter from the 
general sales manager of Delco- 
Remy-Hyatt was sent out to the 
senior executive of each service 
station and dealer giving the 
news of the improved coil. At 
the same time a “surprise pack- 


Assembling the 
packages contain - 
ing coils and point 
of sale material 
Marked “Not to be 
opene d hefore 
October 13 each 
parcel constituted 
an element in 
operation Sur- 


prise.” 


One of the window displays made 

possible as a result of material 

mailed to dealers by Delco-Remy- 
Hyatt. 


age” reached the same people. 
Inside the package—which was 
wrapped in bright red paper and 
marked “Not to be opened be- 
fore October 13’—was_ the 
following material:- 

6 Delco-Remy oil-filled igni- 

tion coils. 

1 of each of two window 

posters. 

2 cut-out individual displays. 

2 folding display stands. 

Initial supply of leaflets. 

The packing and despatch de- 
partments took on the making- 
up of these hundreds of cases 
with great gusto, and operation 
“Surprise” was put on a produc- 
tion line basis to ensure the best 
presentation to the recipient on 
opening. 

As Alan R. Keen, publicity 
manager to Delco-Remy-Hyatt, 
reported to ADVERTISER'S 
WEEKLY, “The importance of this 


@ Continued on page 230 
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Eighty-six years ago a shrewd City business man, Mr. ( 
pondered the problem common to most businesses and tra 
the difficulty of contacting likely customers whenever it wa 
a special offer—perhaps a new consignment of snuff, or a 


Then it was the usual practice to announce these offers by d 
it was obvious to George Smith that most firms must ha\ 
address list they made use of. Now, he reasoned, suppo: 
list of addresses .. . ? 


And so Britain’s first direct mail business was born. All ' 


But what of today ? Today the direct mail house Mr. Sn 
know better as Smith, Dalby-Welch Ltd., is still first in u 


The many long years of practical experience, coupled with th: 
lively progressive policy, have produced a dir 


SDW addres 
Their list 


is second to none in Britain. 
date—and added to—daily. 


Established 1868 


businesses, trades and individuals at home an 
dependable people—and their charges are ver 
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eptimus Smith, 

day. This was 

ry to make known 
me sort. 


ung circulars, and 
( some sort of an 


iad a bigger, better 


well, you will say. 


ted, and which you 


firm’s constant and 


nail service which 
are brought up to 
over professions, 
abroad. They are 
very reasonable. 


SMITH, DALBY-WELCH Ltd. 


Telephone: MONarch 9671 (5 lines) 
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lf you have never 
seen the Rotaprint 
in action you cannot 
know how versatile it is. In 
quick succession, the Rotaprint 
will print stationery of all kinds 
folders, booklets, reports, ' 

uals, cards, tickets, illustrated 


catalogues—The Lot! 


% Entirely British in 
design, materials 
and workmanship 


The quality, too, is superb 
Why not send for details by 
posting this coupon? It involves | % The only machines 


with the patented 


not the slightest obligation. Rotefount damping 


Our technical representative | —1e rollers — no 
| scrubbing—no time- 
will call only at your invitation. | sag 


| te First marketed in 
1927, the first and 
| still the leading 
| small offset printing 
and duplicating 
machines. 


Rotaprint House, Honeypot Lane, London, N.W.9 
Telephone : COLindale 8822 ( 12 lines ) 


ENQUIRY FORM 


Please send, without obligation, printed specimens and full details 
of Rotaprint 


NAME a 


DEPARTMENT 


Pin this Enquiry Form to your letterheading and post to t.1 


ROTAPRINT LTD - HONEYPOT LANE - LONDON N.W.9 
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Direct Mail in Action 


OIL- 
FILLED 
COIL— 


continued 


The package that 
was mailed to 
dealers with the 
injunction not to 
open it until the 
date specified §& 

across the top. re 


most unusual mailing was, of 
course, that we had a working 
stock out at all points to meet 
the first demands on introduction 
day.” 

The next phase of the cam- 
paign broke in three ways:— 

1.A suitable letter together 
with leaflets about the new 
product was sent to every 
traceable garage and trader 
in the British Isles. Order 
forms were included. 

. Upon the arrival of “Intro- 
duction Day” a whole series 
of press advertisements ap- 
peared (details below). 

. A mailing was also made to 
editors of motoring journals 
in advance but with a re- 
lease date. This mailing 
contained the full story and 

a sample coil to enable the 
journals to carry out their 
own tests and run their own 
reports. 

The press advertising was 
thorough and this part of the 
story serves to drive home the 
fact that the direct mail tech- 
nique does not “rival” other 
forms of advertising but, intelli- 
gently used, can call in these 
other forms in order to ensure 
the success of direct mailing. 


The press campaign 


In the case of this Delco- 
Remy-Hyatt campaign special 
advertisement gee were 
booked to take both whole-page 
displays in two colours as well as 
normal biack and white, and a 
variety of half-pages. Among 
the journals and newspapers used 
were :— 


To the trade 


Motor Industry, Service 
Station, Garage and Motor 
Agent, Motor Trader. 


To the car user 


Autocar, Motor, Light Car, 
Goed Motoring, Motor World, 
Motoring Life, Motoring, Austin 
Magazine, Standard Car Review, 
Modern Motoring, International 
Motor Exhibition Catalogue. 

Daily newspapers 

Daily Telegraph, Western 
Mail, Birmingham Post, Man- 
chester Guardian, Yorkshire 
Post, Scotsman. 

Other suitable media were 
added and the entire advertising 
schedule was timed to give about 
10 clear days up to the Motor 


Nw 


a 


Show—where the new coil was 
given “featured” treatment on 
the Delco-Remy-Hyatt stand. 

Since the origina] “mystery” 
mailing the post has been used 
constantly in sales activities. For 
example “Technical Topics” and 
“Fitting Facts” have been cir- 
culated in order to keep traders 
up to date with relevant infor- 
mation about the coil. 


Firmly established {product 


The company is of the opinion 
that their coil product is now 
firmly established on the market 
and advertising (with direct mail 
shots on a “good-thrust-here-and- 
there-from-time-to-time” basis) 
is on what is described as a 
“basic schedule.” 

Of this campaign, J. W. W. 
Cassels in his recently published 
authoritative book on direct mail 
advertising* has observed that it 
was not the kind of campaign 
where results could be measured 
in immediate sales: “Careful 
planning ensured that trade and 
public would be hit simultane- 
ously with maximum impact.” 

Choosing the time to launch 
the product was an_ essential 
ingredient making for success in 
this DelcoRemy-Hyatt cam- 
paign. It is always so in direct 
mailing. On the other hand, 
dealing with this point in his 
book, Mr. Cassels (on page 115) 
writes that there are many con- 
cerns which cannot define the 
right time. There is no buying 
season for butchers’ cold rooms ; 
for factory plant; for exca- 
vators; for pallets. “But there 
is a right time when people want 
to buy these things 

“The butcher replaces his cold 
room when his present one no 
longer gives the service he 
requires; the works manager 
renews his plant when it is 
economically desirable to do so; 
the contractor buys a new exca- 
vator when the work on hand 
demands it. Will they think of 
you when the right time comes ? 
Only if you have favourably im- 
pressed them in advance. 

“Sometimes you can create the 
right time. ... / A factory manager 
may never have heard of pallets 
but if your direct mail convinces 
him that pallets will cut his over- 
heads, you have persuaded him 
that it is the right time.” 


* How to Sell Successfully by Direct 
Mai, published by Business Publica- 
tions Ltd., in association with B. T. 
Batsford Ltd., 2Is 
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/SRUAMINATE SPADEWORK 
oS at FROM STATIC 


‘tn 


INVOICING 
AND DESPATCH 


| STATEMENTS 
A 


WAGES AND | 
SALARIES 


BRADMA gets down to the very roots of your time, 
labour and cost problems. It automatically selects 
sections or individuals from your mailing lists — 
addresses envelopes, reply-paid cards and wrappers 
with amazing rapidity. 

In other departments too: INVOICING «a DES- 
PATCH, STATEMENTS, WAGES and SALARY 
LISTS can all be handled by accurate, economical 
BRADMA. 

For an individual report on this system applied to 


your business please write or ‘phone the Bradma 
Organisation and Methods Department :— 


33,Chancery Lane, London, W.C.2. Telephone: CHAncery 9327. 


Britioh ADDRESSING MACHINES AND BUSINESS SYSTEMS 


Manufactured in Great Britain for the markets of the World by 


ADREMA LIMITED, Telford Way, London, W.3. Tel: SHEpherds Bush 2091 
BRANCHES AND AGENCIES THROUGHOUT THE WORLD 
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pe direct mail ‘shooting’, } 
near misses are no good. 
You want to bring down |: 
whole customers—not just 
their tail feathers. There 
are many occasions when 
direct mail can do what no o}\.er 
form of publicity can atten pt. But 


every shot must be well aimed, well timed, 


Gestetner is the perfect process for sales letter 
production. It is simple, fast, efficient, infallible. A 
Gestetner duplicator guarantees consistently excel- 
lent reproduction, whatever the length of run. 
The Gestetner process offers unlimited scope for 
attractive art-work and versatile presentation. 


Gestetner in your own office, makes you independent 
of all outside services. No correspondence, no tele- 
phoning, no misunderstandings, no delays. What 
you say goes— to the right people, at the right 
time, in the right way. 


Gestetner ensures a good reception for your letters. 
Faultless copies create favourable impressions. 


Gestetner duplicating is not only fast and efficient 
—it is economical. Whether your demands are 
continuous or occasional, for long runs or short, 


there is a Gestetner designed specifically to 
meet them, 


Gestetner versatility means useful employment 
between direct mail shots. And to the sales planner 

it can mean the difference between success and 

failure. With the Gestetner process at your disposal ) 
you can translate a snap decision into swift and 
effective action. 


Get busy, Get business 


Get 104, 


GESTETNER LIMITED, ALDWYCH HOUSE, LONDON, W.C.2 
HOLborn 8700 
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Direct Mail in Action 


Style contest was spur 
for men’s wear campaign 


A mailing list of more than 12,000 “live” names was built up by a 

group of three retail men’s outfitting shops using information 

derived from a style competition as the basis. Purse-type folders 
were employed in the subsequent campaign and with success. 


PARCEL of attractive and 

informative counter leaf- 
lets sent to him by one of his 
suit suppliers gave Raymond 
Roberts, general manager of 
Henry Roberts, a retail men’s 
outfitting firm, the idea for an 
unusual direct-mailing effort 
which has proved extremely 
successful. 

The firm, which has shops at 
Teddington, Surbiton and Chich- 
ester, had run a style competi- 
tion in the three localities and 
was considering how best to ad- 
vise those who had taken part of 
the result. It was, course, to 


be announced in the windows of 
the shops in which competi- 
tion styles had been show, but 
what of the hund: who had 


entered the contest 10 might 
not have a chance to visit the 
shops, at least for some time? 


Leaflets provided answer 

A circular letter uld have 
been sufficient for purpose, 
but Mr. Roberts wan'<d to make 


a bit more out of t competi- 
tion, which had been so widely 
supported. The lea provided 
him with the answer his prob- 


lem He reasoned that if he 
could obtain similar «formative 
literature from his ther suit 
suppliers, together they would 
make up something well worth 


while sending out-—-something 
more substantia! and with a 
greater ring of authority about 


it than the usua! sales letter or 
leaflet. Moreover, it would 
stand a good chance of being 
kept for reference by many men 
who normally glanced at circu- 
lars and then threw them away. 

The co-operation of three fur- 
ther suppliers was obtained and 
a purse-type folder wa designed 
by Mr. Roberts. In this folder 
Henry Roberts literature was in- 


Phone: Hol. 8641/2 


“ALERT 


Circularising Co. Ltd. 
87/93 LAMBS CONDUIT ST., W.C.I 


Directors : 


P. Millward, F. Halls 


House to House distribution of 
circulars etc. by men under efficient 
supervision. Envelope Addressing, 
Folding, Enclosing, etc. Sandwich 
Boardmen. Street Paper Selling. 


serted and on the inside cover 
and back the competition results 
were printed. This received wide 
circulation. 

With the help of the competi- 
tion, between them the three 
shops had compiled a mailing list 
of nearly 12,000 names. Folders 
were sent to each of them accom- 
panied by personally addressed, 
typed letters, under the signa- 
tures of the managers of the 
branches concerned. 

Putting it aside 

This is how the letters intro- 
duced the idea: 

“Firstly, may we say that 
this is not just ‘another bit of 
publicity’ from someone try- 
ing to say that his goods are 
better than the man's next 
door. So, if time is a little 
short just at this moment, 
why not put this folder aside 
for closer attention later— 
maybe this evening, when the 
daily. round is completed. 

“We approached our leading 
manufacturers with a _ view 
to obtaining from them a true 
picture of their programmes 
for the coming months so that 
we, in turn, could pass them 
on to you. Now, right here in 
your own good time you can 
study their claims and virtues. 
When you find amongst them, 
as we feel sure you will, your 
own particular needs, we shall 
be pleased to show you the 
actual garments, knowing that 
they will live up to the reputa- 
tion of these ‘household 
names of to-day’s leading 
stylists in men’s wear.” 


Extra cost essential 


The literature was posted in 
sealed envelopes, the extra cost 
being considered essential if the 
scheme was to receive maximum 
support. 

Each one of the suppliers’ leaf- 
lets was overprinted with the 
Henry Roberts name and appro- 
priate branch address. Three of 
them supplied the printed matter 
free of charge, but the fourth 
asked the retailer to pay for the 
over-printing—which he was 
quite prepared to do. 

The total cost of the scheme 
was in the region of £500. Proof 
that the outlay was justified was 
forthcoming six months later, 
when a second folder was organ- 
ised and relating to rainwear. 

This second effort incorporated 


@ Continued on page 233 
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Direct Mail in Action 


MEN’S WEAR CAMPAIG N—continued 


This is the double page spread of one of the folders used in this 
successful direct mail campaign to potential customers of a men's 


wear retail branch. 


At left, the branch manager is depicted 


at right, 


leaflets are contained in the pocket. 


literature from the firm’s three 
chief suppliers. One provided 
leaflets free, another charged for 


the over-printing and the third, 
who had the information 
specially printed, asked for a 


share of the cost 


No letter went with this folder 
Instead, a signed card conveyed 
the compliments of the branch 
manager, who was pictured on 
the inside cover. Printed on the 
back was the question “Why, 
out of so many rainwear special- 


ists, do we choose only three?— 
The answer, we feel, is inside,” 
said Henry Roberts, and atten- 
tion was drawn to the leaflets. 

Interest in the suit department 
was kept alive by the incorpora- 
tion in the rainwear folder of a 
leaflet which excused its presence 
in these words: “Really, Mr 


this has absolutely nothing to do 
with raincoats, except that a eood 
raincoat can compicte the picture 
and form an effective vering 


How an unusual 
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for a well-tailored suit, which 
brings us right up to the question 
of our Suit to Measure Service.” 

This message was typed in 
brown in a box left for the pur- 
pose at the top of the black 
printed leaflet The contrast in 
shade was effective and served to 
draw the eyes of the recipient to 
read it. 

A further suig folder is now 
in course of preparation by the 
Henry Roberts firm 


order led to the 


planning of sales contests 


OW a freak request for 
gift vouchers led to a 
complete plan for a sales con- 


test was described to the 
British Direct Mail Advertising 
Association by H_ Dennett, 
advertising manage Austin 
Reed Ltd., recently 

The scheme arose a cus- 
tomer entered an A Reed 
shop and asked f ne £70 
worth of gift vouc xplain- 


ing that he wished 
to his salesmen 


e them 


This, said Mr. [1D ett, imn- 
spired Austin Reed olve a 
scheme by whic inagers 
would give Alt 1 Reed gift 
vouchers as prizes suc 
cessful salesmen scheme 


was explained in a folder en 
titled Plan for a Sales Contest 
which was direct-mailed to sales 
managers 


Single idea basis 


Describing stunt mailings used 
by Austin Reed—a letter begin- 
ning ON page two, consisting only 
of a postscript-—-Mr. Dennett 
emphasised that every good stunt 
was based on a single idea, and 
was related to the product and 
to what the firm was trying to do. 

E. W. Budd, managing direc- 
tor of Budd and Barron Ltd., a 
clothing firm, described the 
success that attended a direct 
mailing of a pamphlet The Cloas 
to firms in the clothing trade 


They know what they want... 


Advertisers 
publicity. 


so essential for the complete success of any 
Active co-operation over man ( 
Advertisers who are large users of D 

to eliminate most of the inevitab! igs ”” 


and their agents) are | 
They are well aware of 1 
important medium 
necessity for care in planning and 


and they are 


that could occur 


critical when it comes to posta] 
emendous pulling power of this 
equally aware of the supreme 
tion to the finer points of detail 
mailing scheme 

with Advertising Agents and 
t Mail, has given us the experience 


that 


is why we can proudly point to our record of clients who use the Simmonds 
Service, again and again, and yet again 


81-84 PECKHAM RYE, LONDON, 


S159 


S.E.15 


Telephone: 


NEW X 0331 3 
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Packaging and Point of Sale Display 
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evival of old materials 


for modern packages 


By OUR PACKAGING CORRESPONDENT 


HERE is still time tor yo 

to see the Packaging Exh: 
bition at Olympia. No adver- 
using man who can possi! 
make a visit should allow it 
go by unnoted. It closes t 
morrow 


After all, something in exc« 
f £300 million a year 1s spent 
the United Kingdom on packag 
ing and the reliable calculation 
that it forms 10 per cent of the 
cost on average of al lanutac 
tured articles No | 
packaging De egarded as a mir 
techmical matter in the over 
sales operation Advertising 
tors are brought to bear uy 
(or rather should be brought 
bear on it—or rather, again, wii/ 
be brought to bear upon it under 
the spur of retail] market compet 
tion) from start to finish: Wh 
is the appropriate shap t 
container ’ What mater 
use ’ How about the 
tion, the lettering. the pictu 
power of the message. and 
As a recent leading art 
ADVERTISERS WHPFKI (Janua 
13, page 74) put it 


“The lesson is clear : Packag- 
ing is becoming « sales medium 
of major importance, which 
can no more be neglected copy- 
and design-wise than can dis- 
play pages in the press.” 


One of the surprising feature 


ae 


the current show is not %« 
nuch the new and complicated 
echanisms which it has beer 
ind economic to introduce in 
e sectors of this country’s 
le ranging packaging industr 
it the remarkable developments 
it have been made in the olde: 
ns of packaging. such as jute 
veware, and timber During 
ent months there has been a 
irkable revival in the demand 
stoneware—-which was used 
the ancient Egyptians fo 
-kaging wine, foodstuffs and 
imes. The popularity of glass 
packaging material is als 
loubtedly rising 


* « * 


LOVER Meats Limited of 
Waterford, Ireland-—-a firm with 
wogressive ideas in presenting 

r high quality sausages —have 
nproved the attractive film and 
card pack in which they havc 

en retailing the Ime for some 
¢, with a resultant increas 
ye-appeal for their products 
ine dozen of the sausage 
Ib. weight) are held in tw 
rs im a card packaging torn 


) an overwrap of Cello 
ine” cellulose film. moisturc 
f of type The film is attrac 


¥Y printed in bright green and 

! with an overall clover pat 
n and the firm's name and 
iddress. The card, previously a 
with a cut-out window 


I'he ice cream type of wax paper carton now being used by J. Lyons 


& Co., to retain their quick frozen orange juice drink 
here along with the attractive point of sale material which is 


to shops and stores 


can be seer 


velling the product 


1 view of the exhi 

hition organised by 

the Glass Manu- 

facturers Federa 
fion 


now takes the form of a straight- 
forward tray and the transparent 
ilm is therefore used to far 
“greater effect because the whole 
of the top layer of the contents 
is temptingly visible. The tray, 
too, gives more rigidity for 
handling purposes 

Presented in this handy form, 
kept absolutely clean and effec- 
tively branded. the products have 
met with wide acceptance in the 
United Kingdom where they are 
distributed by Armour & Com 
pany Limited, Smithfield 


* aad * 


Wart ts claimed to be the first 


transparent self ser type of 
pack for dog biscuits was recentl 
ntroduced to the ide with 


success by F. ¢€ Lowe & Son 
Ltd.. of Sittingbourne. Kent 
Lowe's “Wholmealk” dog bis 
cults have been on sale for many 
ears and the claim that the 
new pack is as attractive as any 
of the luxury t uscuits on 
sale for human consumption 
Printed in blue, white and black 
he “boat” offers a pleasing con 


trast to the golden butlf biscuits 
clearly visible under their trans 
parent moisture-proof film The 


new “Wholmealk” ick will be 
wominently featured at Crufts 
ind all other leading d ze shows 
hroughout the count 


* * * 


SELE SERVICE tllustration tech 
niques have been tlectively 
extended to greaseprool packag 
ing m the wrappers recently 
designed by Richard Lonsdale- 


@ Continued on page 236 


This is claimed to 
be the first trans- 
went self service 
type of pack for 
log biscuits. It 
vill he prom 
ently on view at 
fog shows 
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CRAY 


#9 ERS 09 eg ye 
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Say 


fbove are two of the recent dis 
play piece lesigened for M i 
Craven & Son Lid., by J. Edward 
Sander Displa and carton 


shown at top) is in three-colour 

litho Two tands at the Packag 

ing Exhibition (for Thames Boar 

Mills Ltd., and Brenchley Enera 

ine Co.. Ltd.) were also designe 
hy Sander 
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HE SUPREME AWARD 


and two firsts 
won by... 


ADVERTISER'S WEEKLY 


HOLSTIUS CUP > 


(Large multiple Display 
- 


4 Ww more) 
FIRST DUNCAN 
-prece Set 


SAVILLE AWARD 
(Multiple Sales-Aids oa» 


SECOND 
Clippe 


RIDOUT CUP 
(Championship) 
POR C lark Skyline 


@ DANE TROPHY 

( Mechanised Screer 
Printing) 

SECOND-1.C 1 


Picture 


@crioxawarn also 2 seconds & 1 third 
sien once prize in other classes 


DISPLAY GRAFT LIMITED * *°%,.:4Nt, tonnon, s.w.2 


THE FULLY-MECHANISED DISPLAY PRODUCERS AND SILK SCREEN PRINTERS 
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A fine selection of pure 


red sable hair 


brushes with seamless 
nickel ferrules. 


Made by craftsmen, 


for all types of art work. 


// 
— 
artists’ 


} 
at 


brushes 


From your usua! supplier 


WIRE 
FOR 


DISPLAY 


It your product is one 


FLEXY BRUSHES LTD 


SILK SCREEN ARTS L 


97 SHIRLEY ROAD. CROYDON 
AODOISCOMBE 3147-8 


HIGHEST GRADE SPEEDY SERVICE 


CLEAN & SHARP ) EXPRESS 4 
RATT SMANSHIP DELIVERY 


that benefits by a rack 
or container 


at the point of sale, 


wire will do the job 
that is 
if it is skilfully worked 


and coloured 


for you 


PADDINGTON 
ADVERTISING 
COMPANY Y 


BERNARDS 
DISPLAY 
STUDIOS 


17 Burlington Gdns., 
W.4 


at a most economical price 


BLOW-UPS - 


YPE 
AuTOT x 


AUTOTYPE COMPANY LTD., 
Brownlow Rd., London, W.13. Ealing 269! 


Chiswick 2821 


JANUARY 


>, 4935 


PA CKA GING SUR VEY—continued 


The new package 
(at right) for Clover 
Meats Litd., gives 
a greater amount 
of display to the 
actual product. The 
overwrap of “Cel- 
lophane” cellulose 
film is attractively 
printed in bright 
green and red 


Hands Associates for Peek 
Frean’s biscuits. Line treatment 
in one colour has en used in 
the two wrappers strated on 
this page: red for assorted 
biscuits and green for the diges 


tive 
. * * 

THe ever Ready brief case 
battery receiver, all-d ype “N,” 
has been used as the basic 
element in a portable radio 


which has been \ 
Richard Lonsdale-Honds Asso- 


ciates. The thinnes the case 
has been emphasi by the 
manner in which the cv our appli- 


cation has been bar 
of the upper and low 


the grey 
portions 


being traversed by band of 
dark red Leather-cloth has 
been used througho vith chro- 
mium fittings and central 
panel is from the same pfessing 


with a change of colour. With 
its redesigned dial carefully 
stvled contours, the case, open 
or shut, presents attractive 
appearance 

* * * 


How ATTRACTIVE glass can be 
as a packaging mater with hard 
selling self service qualities can 
be seen at the exhibition now 
being held at the London offices 


of the Glass Manufacturers’ 
Federation. The show closes to- 
morrow 

* * . 


A NEW package which expresses 
freshness and quality is being 
used by Wrights Biscuits Ltd., 
to market their line of Bourbon 
creams. The package has a multi- 
colour Diophane cellulose film 
wrapper. 

It is believed that this is the 
first time that cellulose film 
printed in six colours has been 
used for wrapping biscuits in this 
country. The realistic half tone 
printing of the biscuits has an 
almost 3-D effect and immediately 
identifies the variety of the 
biscuits in the pack. The wrapper 
has a rich crimson diagonal panel 
with attractive contrasting gold 
and white stripes and lettering. 
also an excellent three-colour half 
tone printing of the Wrights 
trade mark. 

Designed in co-operation with 
Wrights Biscuits Ltd. the 
wrapper (of heatsealing biscuit 
quality 400 gauge Diophane) was 
manufactured and printed in 
gravure by Transparent Paper 
Ltd. 


Self service illustration tech 

niques have been exteMled to 

grease proof packaging in the 

new wrappers for Peak Frean's 
biscuits 


The restvled design of this port 
able radio takes the pac Kage 
form of a brief case Leather 
cloth has been wuse d thre mughout 


The new pack for Wright's 

Bourbon creams has a multi- 

colour Diophane cellulose film 

wrapper. An almost 3-D effect 
has been achieved 
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Exhibition World 
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Hulton to enter exhibition field 
with prestige show for juniors 


By OUR EXHIBITIONS CORRESPONDENT 


O far as the Hulton Press 

and the exhibitors are con- 
cerned the Hulton Boys’ and 
Girls’ Exhibition to be held in 
the National Hall, Olympia, 
from August 28 to September 
8, 1956, is to be a prestige 
rather than a commercial sell- 
ing exhibition. 

The exhibition, the first advent 
of the Hulton Press into the exhi 
bition world, is being organised 
by F. W. Bridges and Sons Ltd.. 
who promise that its design. 
decor and general contents will 
be very stimulating. 

The price of admission will be 
Is. and apart from the interest it 
is certain to create among all 
youngsters, the fact that the 
weekly readership of the four 
Hulton children’s papers . . 
Robin, Swift, Girl and Eagle, 
amounts to over 5,000,000, a new 
exhibition attendance record is 
likely to be achieved during the 


period of the show. 

I have been told that since 
the first announcement of the 
exhibition appeared, the 
inquiries made for space make 
it seem, even at this early 
Stage, that late applicants 
might be disappointed. 

The committee of experts and 
Edward Hulton, who are now 
planning the _ exhibition, are 
determined that it should mark 
an entirely new and original 
approach to juvenile events 

* * * 


THE SECRETARY of the 
Stationers’ Association, Leonard 
Pagliero, tells me that there is 
every indication of an outstand- 
ing buyer attendance at this 
year’s Stationery Trade Fair that 
is being held at Harrogate from 
February 7-11. Interest in the 
home trade is considerable and 
retailers from all over the 
country are expected. Buyers 


I seh VUE 


What better proof of smooth efficiency 


can any man ask ? 


This demonstration unit, which was designed 
and produced in quantity by Priestleys, is 
proving most successful throughout the Country. 
We maintain that a good product deserves good 
presentation, and with our long experience in 
visual selling we can probably help to increase 
the sales of your product. 


May we please be given the opportunity ? 


PRIESTLEYS of Gloucester 


COMMERCIAL ROAD, GLOUCESTER. TELEPHONE 22281-4. 9 BUCKINGHAM STREET, W.C.2. 
TRAfalgar 4277-8. BIRMINGHAM CEN 1941. 


are also coming 


United States, 


A Swiss stationer | 
to bring over a par 
sides 
in addition, to visit 
ing plant and to 
methods. A party 


Stationers is also ex; 
. * 


ARCHITECTS AND 
over the world are 
to visit the Building | 
be held at Olymp 
16-30 This is the 
ing exhibition in tt 
is still run by the 
which started it in 

More than 50 
cerned with build 
to it and Olym; 
will be comple 


press officer is John L. 


at the exhibition's 


from 
European countries and fri 
Canada 

America, East and Sou 


visiting Harrogat« 


many 


m 


the 


sation 


sc 


on- 


tribute 


n 


alls 
The 


hertson 


ces, 


4 


Vernon Place, W.c.l 
(Chancery 


* * 


London, 


THe pate of the International 
Food Show in New York, origin 
ally arranged for February 21-27, 
has been changed to April 18-24 
to permit more foreign countrics 
to organise their exhibits 

Among the countries showing 
foods and beverages  (cither 
through their governments, trad 
offices, or by grouping themselves 
in combined exhibits) are 
Britain, Italy, France, Holland 
West Germany, Japan, Switzer 
land, India, Greece, Finland, Nor 
way, Turkey Jamaica, Spain, 
Ecuador, Israel and Hong Kong 

7 * ” 


Gireat 


British Furniture Exhi 
bition, to run at Earls Court 
February 14-24, the Flexible 
Packaging Division of the Metal 


@ Continued on page 238, j 


AT Tut 


WHY MORE MEN USE A 


REMINGTON: 
“a seally EAIOY shaving / 


MANCHESTER AND CARDIFF 


Counter Unit 


designed and 
produced for 
Remington Kand 


Limued 
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EX HIBI TION WORLD — continued 


19ss 


The popularity of the HOME COUNTIES 
NEWSPAPERS GROUP is once again demonstrated 
by the latest A.B.C. net sales figures 


ABC. NET SALES JULY -DEC 


PER 

Represented in London 

wae S/COL 7 
} wie KITCHEN, jr. LTD i INCH 


y "3! Fleet Street, E.C.4.4 
| Central 1960 | 


TRADE 
FLAT 
RATE 


(NET SALES JULY—DECEMBER, 1953, 129,729) 
During the last twelve months we have carried 
more sd vercieing— waaay and nationally—than Let Vr. H. ws 
ever befo 


The Group consists of eleven live LOCAL weekly 
newspapers, covering approximately |,000 square 
miles of Beds, Herts, and Bucks, and has carried 
many s essful test campaigns in the past few 
months 

When plea 
don't fail! 


shank, MP 
a diorama on | ul taken by the Indian Jute 
at the Packaging ! hition. The guide is W. G 

r sentative of the association 


Lord Privy Seal, heine showr 
Mills Association 


Atkins. European 


Box Company w 
on their stand the 
in packaging soft f 


emonstrate As a 
f Diothene 
shings 


journalist, apart from 
having wide exhibition experi- 
ence, I deplore the suggestion that 
these passes were “ an effort 
made to do something about the 

racket in tickets that always 
( matter at aghounds from a show which 
r Farming appeals to the general public. 
Conference, whic zing organ No journalist of repute would 
ised by Power Fa at Harro- take part in a ticket “racket” as 
gate. February | . will be is suggested, and it is up to the 
concerned with theme of press officer of an exhibition to 


mechanical hand and will ensure that press passes are pre 
cover not only so 1 cropping, sented only to reputable 


CAERNARVON but essential point livestock journalists. 
HERALD “The husbandry. The akers, al- > 


though drawn from ~idely vary- 
SERIES DUMFRIES ing centres, all hay e common 
and GALLOWAY 


characteristic of ractical ac- 


quaintance with subjects 
has the 


Press officer of the conference 

will be Maurice J ymour, of 
lliffe’s 

LARGEST 

CIRCULATION 

of any Newspaper 


g your spring and summer campaigns, 
nclude the 


* * * 


Mos! oF the su 
the Sth National | 


Forthcoming Events 
(to February 28) 


Feb. 1-3, Amusements Trades 


Exhibition, New Horticultural 
Hall; Feb. 2-12, Portsmouth 
Ideal Home and Trades Exhibi- 
tion, Connaught Drill Hall, Ports 
mouth; Feb. 7-11, Stationery 
Trade Fair, Old Swan and other 
Hotels, Harrogate; Feb. 8-11 
Business Efficiency Exhibition 
Granby Hall, Leicester; Feb 
9-19, Darlington Ideal Hore 
Exhibition, Baths Hall, Darling- 
ton; Feb 14-18, Hardware 
Trades Fair, Old and New Horti- 
cultural Halls; Feb 14-18, 
Leather Goods Industries Fair 
Kensington Palace Hotel, 
London ; Feb. 14-18, Household 
Textile and Shop Furnishings 
Fair, Royal Festival Hall; Feb 
14-24, The British Furniture 
Exhibition, Earls Court; Feb 
15-18, Scottish Dairy Show 
Kelvin Hall, Glasgow; Feb. 21 
25. Men's Trade Fair, Royal 
Festival Hall ; Feb. 21-25, British 
Manufacturers Toy Fair, Corn 
Exchange, etc., Brighton ; Scottish 
National Handicrafts and Home- 
crafts Exhibition, McLellan Gal- 
leries, Glasgow ; Feb. 28-Mar. 4, 


* * 


VISITORS ENTERING the 1955 
Daily Mail Ideal H me Exhibi 
tuuon, which opens at Olympia 
on March 1, will pass into a 
metropolis of Reger limes 
> All the gaiety ence and 

in the determination to transform life 
SOUTH OF into a gala, which made George 
SCOTLAND IV the last of our Royal eccen- 
CIRCULATION NOW and the LOWEST rate trics, has been brilliantly epito- 


d by the designe Walking 
28,232 copies per inch per 1000 copies. ee —. -— 


through the Grand Hall it will 
A.B.C. WEEKLY It is the only Newspaper be hard to escape the i|lusion that 
and published in one is living in the London of 
DUMERIES. our great-great-grandparents 


% One of the main features of the 
Ask for Specimen Copy, Rate 


exhibition will be a huge “Nylons 
Card, and Map showing where 
the “Standard” circulates. 


Fair.” at which there will be a 
HEAD OFFICE : 


display of nylons as tine as a 
spider's web, countr nylons 
133 High Street, Dumfries. 
Telephone 19. 


strong enough to tow a car, 
BRANCH OFFICE : 


nylons with fancy seams and 
dynamic * * . 


nvions without seams 
Castle Street, Kirkcudbright 
Telephone 145 


printed 


Creative & Planning 


of medium-size ADVERTIS 
ING AGENCY, seeks similar 
position m more 
atmosphere Unchallenge 
ible record Write ix 


on 
fidence to “ Director", Hur 
ford & Taylor, Solicitors 


44, Bedford Row W.C.l 


LONDON OFFICE : 


E. Greenwood, Ltd., 231-2 
Strand, W.C. 


I Norice that I have been taken 
to task by a reader who dislikes 
my remarks regarding the press 
passes issued for the Smithfield 
Show (ADVERTISER'S WEEKLY, 

| December 30, page ii) 


Stationery and Book Trades Fair, 
New Horticultural Hall ; Feb. 28- 
Mar. 4, Fashion Fair, Royal 
Festival Hall; Feb. 28-Mar. 4, 
Smaliwares Trade Fair, Metro 
pole Hotel, Brighton 
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TIMHERE is a story told in 

and about Chicago by an 
audience research worker who 
was doing a check in one of 
the poorer outskirts of the city. 
This was a special assignment, 
brought about by the 
appearance for the first time 
on television of a well-known 
Hollywood star 


The show had been on a net 
work peak hour the night before 
ind the male star had finally 
succumbed to the lure of the TV 
cameras, a fat cheque and a lot 
of publicity The research man 
found, on his very first call, a 
woman who apparently had not 
charmed in the slightest 
although she admitted that she 
had been to every film show in 
which the star had appeared and 
had done her full quota of 
swooning 


Caught in apron 
this lack of 


been 


Ihe reason for 
normal reaction emerged when 
the young lady, exasperated no 
doubt by the insistent probing. 
finally blurted out, “Well, you see, 
it was just like he was in our 
living room, and there was me in 
in apron, the old man in his 
factory overalls and the supper 
things still on the table of 
course I couldn't enjoy it!” 


In general, stars who have 
gained fame in other entertain- 
ment media have not been an 
outstanding success on American 
television The theatre and 
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Commercial Television 


The place of the ‘star’ 
in the new medium 


cinema media are 
they have for the audience the 
quality of a dream world only 
approached on special days and 
in company with a number of 
strangers 
The whole essence of tele- 
vision is its reality, its close 
contact with the individual in 
his or her own living room, 
merely by the turn of a switch. 
Even the publicity accorded 
television personalities has the 
more homely “Just like you and 
me” approach, differing greatls 
from theatre and film methods 
of swimming pools and glamour 
In the entertainment itself an 
even greater gap occurs. Because 
of the smallness of the TV screen 
technical difficulties and econo 
mics, there are few lavish sets or 
panoramic exteriors. Casts are 
smaller and, after the usual estab 
lishing shots, the action is con 
fined to a very tight physical and 
thematic grouping with a maxi 
mum of close-ups 
The advertiser wishing to use 
a star or well-known personality 
to plug his product is faced with 
a number of problems. Usually 


more remote 


By DON ARCHER 
of John Haddon & Co. Lid. 


the commercial takes the form 
of a personal recommendation 
or the statement by the star that 
he or she uses this product all 
the time, etc Because audi 
ence have already formed mental 
associations concerning the hfe 
and habits of the st ements 
of this type seem pater nsin 
cere. The immediat ion of 
“Oh well, she’s being ito say 
it '” are as bad for cputa 
tion of the actress iS it 
is to the advertis« id to 
the general effect, t! vari 
ably looks quite u table 
There is really no ‘oubt at 
all that television ies its 
own stars. That do ( mean 
that they will al! hx eht in 
off the street with wevious 
performing ability from 
it. There will be a f oppor- 
tunity for people up tH 
now have played :. +r roles 
in west end or repernory pro- 
ductions. If they con cct and 
have a reasonal|; noant of 
warm charm the fa ' that they 
are not know: ublic is 
all in their fa ou 


As an actor nine 


It's a good job 
we asked DAM alc ngs 


Catalogue, showcard, 
leaflet or packaging 
as long as its production 


involves the use of 


some kind of paper or board, 


you will find it pays to call in 


Spicers Paper Consultant 
at the planning stage. 


speak to 
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remarked the other day I have 
just realised that my great regard 
tor the acting ability of foreign 
character actors was because | 
did not recognise them. When 
Andre X plays the part of a dust- 
man, to me he could be a dust 
man in real life Now | am 
beginning to recognise him in a 
number of films and the illusion 
has worn off.” 

An unknown actor of actress 
therefore stands a very good 
chance of being believed by the 
audience, when advertising a pro 
duct It is only after years of 
research that the television adver 
tuuser in America has found that 
it is best to tie up the services of 
one person to plug his product 
in a commercial 


New style demanded 


The situation is much the same 
for the programme planner 
Television demands a new styl 
of acting One has only t 
examine the casts of the morn 
popular American shows to 
realise that very few of then 
were big names before the advent 
of the new medium. Two of the 
best known TV personalities 
Lucille Ball and Desi Arnaz, were 
but pale shadows in the pre 
television days 

The future for commercial 
television looks so good for the 
small part players and perennial 
understudies, that one 1s almost 
tempted to say “Don't put your 
daughter on the stage, Mrs 
Worthington try out the com 
mercial TV instead '” 


Telephone: CENTRAL 4211 


19 New Bridge Street - London EC, 
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Unique opportunity for 


UK exporters to Canada 


The forthcoming Canadian International Fair gives a chance to manu- 
facturers of capital and consumer goods in the United Kingdom to present 


their products to both Canadian and United States buyers. 


of European firms will be exhibiting. 


GPONSORED by the Can- 
adian Government the 8th 
Canadian International Trade 
Fair will be held in Toronto 
from May 30 to June 10. This 
fair caters for capital goods, 
and a variety of consumer 
goods, such as food products, 
drugs and pharmaceuticals, 
kitchen gadgets and household 
furnishings. Of all sections, 
engineering and machine too 
will be by far the largest. 

Continuing its == policy ol 
developing new trade sections, 
this 1955 fair will include a com- 
prehensive welding and metals 
section for the first time The 
successful inauguration of the 
urcraft section in 1954 has 
encouraged greater interest 
amongst manufacturers in the 
aviation field. An aerial display 
will again be included this year 
ind will be held at the end of the 
first week 


Regular trade event 


Firms in the United Kingdom 
have been reminded by the Board 
of Trade that the CITF is the 
only regular international trade 
tair held in North America at 
the present time, and it offers a 
unique opportunity for them to 
present their goods to both 
Canadian and United States 
buyers as the fair authorities 
make special efforts to encourage 


4 neral view of the machinery 


of last year's Canadian International Trade Fair. 


CANADA 


US business executives to make 
a visit The fair is worthwhile 
not only for UK firms with exist- 
ing distribution arrangements in 
North America and anxious to 
extend their sales, but also for 
those firms introducing _ their 
products into North America for 
the first time. 

A sign of the value of this fair 
is the emphasis placed upon it by 
large numbers of firms in other 
European countries. For 
instance, increased interest in the 
Toronto Fair of businessmen in 
the West German Federal 
Republic has been marked by 
greatly increased bookings of 
space over the last three years and 
similar rises can be shown for 
other European countries 

There will be a special double 
opportunity for UK firms manu- 
facturing office machinery and 
equipment to show their goods to 
Canadian and American buyers 
at Toronto. Immediately prior to 
the CITF the National Office 
Management Association of the 


exhibits in the Industry 
This 


Building 
vears event 


will represent an excellent opportunity for British goods to be shown 
to both American and Canadian buyers 


Large numbers 


US will be holding their 36th 
annual internationa] show in the 
Mutual Arena, Toronto, from 
May 23-26. This is the first time 
this particular show has been held 
in Canada. Manufacturers in the 
UK of this type of equipment 
might therefore like to show their 
goods at this earlier event and 
then transfer them to the CITF. 

The Board of Trade Com- 
modities and General Department 
will install an official stand at the 
fair and UK firms exhibiting in 
the commercial sections § are 
invited to make contact with the 
staff on the offici stand, who 
will be glad to offer all possible 
help 

The placing in tin 
event in the Nort 
continent is, indec 
and it is to be hope 
traders will make t' 
The American 
Machinery Equip t Exposi- 
tion is of first-cla importance 
and running simuitaneously will 
be conferences organised by the 
association 

In May, 1954, the 
held at the Kiel Auc 
Louis, and over 100 
equipment manuf 
hibited there, and among them 
were two distributors of UK 
duplicators. Other foreign-made 
products displayed last time came 
from Switzerland, Italy, Sweden 


of this US 
American 
fortunate 
that British 
most of it. 
ffice and 


show was 
litorium in St. 
leading office 
cturers €x- 
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Last year the President of the 
Board of Trade, Peter Thorney- 
croft, opened the Canadian Inter- 
national Trade Fair. More than 
27 nations exhibited. 

and West Germany. Nearly 
21,000 people attended this show, 
which was not open to the public. 

The show provides office execu- 
tives with the latest knowledge 
about tools available for getting 
jobs done better, faster and at low 
expense. This statement was 
borne out in the British Consu- 
late’s report on the 1954 St. Louts 
show. The impressive exhibits of 
office machinery and equipment 
and the courteous, efficient repre- 
sentatives of the manufacturers, 
who took great pains thoroughly 
and practically to explain the 
various operations of any machine 
or piece of equipment, were out- 
standing. The organisers went to 
a great deal of trouble and ex- 
pense, also, to make the show 
attractive. In the opinion of the 
Consulate, UK manufacturers 
should seriously consider exhibit- 
ing at this annual show as a 
means of introducing their equip- 
ment to America. 

In 1955 the National Office 
Management Association hope, by 
holding the event in Toronto, to 
attract not only their members in 
the United States but those in 
Canada as well 


Wider scope for US materials show 


HE third Basic Materials 

Exposition will be held at 
Convention Hall, Philadelphia, 
from May 31 to June 3. The 
scope of the exposition is being 
broadened and its name 
changed to include the sub- 
title. “ The Design Engineering 
Show.” 

Design engineering is one of 
the important functions of indus- 
trial activity which lacks an ex- 
position of its own,” recently 
said Saul Poliak, president of 
Clapp and Poliak Inc., producers 
of the event. “Although de- 
signers may get ideas from with- 
in their own industry, they need 
a common meeting ground where 
all industrial ideas may be ex- 
changed,” he went on. “For ex- 
ample, a new development in a 
high temperature material for 
rocket engines may provide an 
answer for the designer of re- 


frigerators, and a new plastic 
gear for textile machinery may 
solve a problem for the maker 
of a household mixer.” 

The Basic Materials Exposi- 
tion, held in New York in 1953 
and in Chicago last year, 1s 
unique among industrial shows 
because no machinery nor end 
product is displayed. Exhibits 
are restricted to materials which 
go into the making of end pro- 
ducts for consumer or industrial 
use. With the broadened scope 
of this year’s show, however. 
certain manufactured products 
which are themselves included in 
the manufacture of end products 
will be shown. These include 
mechanical, electrical, hydraulic 
and pneumatic components of 
end products, as well as finish- 
ings. coatings and other parts, 
shapes and forms. 

Concurrently with the exposi- 
tion, a three-day conference is 
being held. 
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These M-H publications— 
each the leader In 

its field—can help you 
sell across Canada 


is your greatest ‘selling 


aes 
force in Canada ERO: 


Canadian Bride 
Book of Homes and Home 
Cc Decoration 
, . . . 

anada’s most important group of publications can hos 

ili iti i Business Year Book 
stabilize and strengthen your sales position in the pera of Industrials 
fast-growing Canadian market. Their leadership is on 
solidly built on these standards of practice: The National List of : 
Advertisers 


Editorial Policy: the reader comes first. Generou- BUSINESS NEWSPAPERS 
editorial budgets enable editors of M-H publication: Financial Poss 
2 , A : us and Truck Transport 
to give strong service to subscribers. The publica- Canadian Advertising 
tions have no political or association affiliation- —— pverenetl Tred 
M-H publications are completely objective in thei: Canadian Grocer 
I I } J 
service. The editor's judgment on material i- Ce See ane 
supreme. The reader, we feel, must have complet Canadian Machinery and 
. “e ] >} ; 7 . scat Manufacturing News 
confidence in the integrity of the publication. Canadien Polat ond Veruteh 
Magasine 
. 4 , iit ‘ Canadian Packaging 
2. Circulation Policy: building the right audience, no’ Conatien FVARiY Sn8 
. . . . . 4 
necessarily the biggest circulation but, so far a: Prrdben, oo Shipping and 
possible, the best selected. All circulation of M-I! Marine Engineering News 


Pm diam Se ei 
Civic Administration 
Design Engineering 
Drug Merchandising 


periodicals is validated. 


3. Advertising Policy: selling “proven readership ”. or Contractor of 
M-H publications sell more than white space. They Fountains in Canada 
: ‘ oP « S onan ee ee * . aie General Merchant of Canada 
sell a reader audience, researched and documented. yen eater 5 — he. Sr 
Electrical Dealer 
—p- , Heating and Plumbing 
These policies, we believe, ensure you of a responsive a 
audience, and more for your advertising dollar, in a Le Prix Courant 
Maclean-Hunter publication. Marketing 


Men's Wear of Canada 
Medern Power and 
o£. , Engineering 
68 years of publishing leadership Office Equipment Buyer 
' R Painting and Decorating 


' Contractor 


MACLEAN-HUNTER LIMITED Tap eatin 


OTHER SERVICES 
The Financial Post 
WELLINGTON HOUSE Corporation Service 
Canadian Press Clipping 
125-130 STRAND, LONDON, W.C.2 Service 


Telephone: Temple Bar 16/6,7 
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Founder’s portrait 


This portrait by Templar of J. P. 
McNulty was presented by the staff 
to Mr. McNulty at a cocktail part) 
to celebrate the 2\st anniversary of 
the founding of J. P. McNulty & 
Co., Lid. The presentation wes 
made by one of the younger mem- 


hers of the firm, Miss Elsa Luinberg. 
Why resorts are 
joining ISBA 
Xx EW membe: 


of the Incorporate« 


Society of British Advertis 
the Borough of Rar Alan 
Whitworth, direct ISBA tells 
me that more and more resorts are 
joining because they are beginning 
ppr te the vigilance which his 
rg sation exercises against those 
idvertising rackets by which resorts 
ure particularly liable to be victi 
mised 


242 


EX-JOURNALIST LIKES ADVERTISING 


7 

I HAVE never had a more 
interesting year in my life. I hope 
I am in advertising to stay.’ With 


these words Walter Graebner, ¢x 
war correspondent, former Time 
Life executive, summed up for me 
his first year in advertising as 
managing director of Erwin Wasey 
& Co., Lid 

Mr. Graebner had just returned 
from a five-week trip to the States, 
his second since he joined the 
agency. He visited the company’s 
offices in New York, Chicago, Los 
Angeles and Toronto, together with 
several American offices of his 
British clients, including those of 
Coca Cola, for whom Erwin Wascy 
were recently appointed agents 
over here 


Travel pack 


‘| was extremely impressed with 
the advances made in packaging 
and merchandising over there,” he 
told me. But what impressed him 
most was the service on the Santa 
Fe Super Chief, a crack express 
from Chicago to Los Angeles 
Passengers were presented with a 
14-in. square carton, beautifully 
wrapped in Cellophane, which con 


tained a notebook, pencil, nail file 
and manicure stick, six small sachets 
of hand cream, six book matches 


1 miniature flannel which expanded 
when soaked in water, and bro 


SOUTH EASTERN 


GAZETTE 


Head Office: MAIDSTONE 5588 


CHATHAM 


OBSERVER 


Loaden 


chures about the trip—all with the 
compliments of the Santa Fe 
railway 

Mr. Graebner forecasts a great 
future for self-service stores in 
Britain—a trend which he expects 
will really make great strides 
shortly “And when that time 
comes there will be a lot more 
room for advertisers to move 
around,” he told m 


He’s got status— 
and a camera 
EF official status counts for any- 


thing, Charles Wormald. who has 
now launched his own »usiness as 
photographer for adve ng. indus- 
try and commerce what it 
takes.” He is a Fell nd a past- 
president of the Inst of British 
Photographers and yw of the 
Royal Photography ciety of 
Great Britain, as we chairman 
of the sales promo committee 
sponsored by the IBP ! the lead 
ing manufacturers of stographic 
apparatus and mater He judges 
photography. lectur: ut it, and 


writes about it 


Internatior 
judge 

NOW in the public re 
of Pictorial Publicit irgaret-Ann 
Baldwin is also an ex; in quite a 
different fizid In Aennel Club 
claime to be the 
ungest 
“rnational 
judge in 

1¢ world 
Home  envi- 
ment must 
ave helped : 
er father 
tarted the 
RAF police 
loge schooland 
‘as responsi- 


1 dog 


ns division 


circles she is 


bie for train- 
neg rescue 
dogs that 


perated dur- 
g the Lon- 
blitz 

| Publicity, 


Before going to Picto 
Miss Baldwin was with the Daily 
Mirror, and was previously on the 
fashion staff of Vanity Fair 


Background in 
focus 
PP ENETRATING — into 


darkest 
Mayfair the other day, near Shep- 
herd Market, [ had look at 


the interesting notogrs phic 
of John and Seam 

Studio Five. Douglas Clack man- 
aging director of the studio, has 
had quite an interesting career. One- 
time sergeant in Britain's oldest 
regiment, the Honourable Artillery 
Company, he commanded a battery 
in Syria, Palestine, and Egypt, and 
went on to finish his war as deputy 


work 


provincial commissioner of the 
Venezia region of Italy. He is a 
vice-president of the Wasps, the 


ruggeer club, and has much more 
than average ability in swimming 
and high diving. He is married to 
TV fashion commentator Cynthia 
Stracey. 
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ls this a new medium? Graham Roe, 
of F. John Roe Litd., last week 
arranged for Truxa, the Danish 
cabaret star appearing at the Savoy 
Hotel to suspend his partner (his 
wife) above a Tuborg lager lorry on 
Tower Hill. The “stunt” attracted 
many newspaper and _ newsreel 
cameramen. Afterwards they retired 
to the Tuborg lager offices where 
Mr. Roe became suspended in mid- 


air (picture above). R. S. Honey, 
Tuborg sales manager, was given 
similar treatment. 


‘Monte’ addict 
stayed at home 


PHOTOGRAPHS of this year's 
Monte Carlo Rally were on show 
at the Ilford Galleries, High Hol- 
born, last week less than 24 hours 
after the pictures were taken. Man 
behind this effort was H. R. 
Clayton, the industrial photo- 
grapher His company supplied 
“stop press” pictures daily. 
Quickest delivery was that of 
photographs covering the secret 
section of the trial just before 
Monte Carlo was reached. The 
pictures were taken on Thursday 
afternoon and rushed to the airport 
at Nice with minutes to spare 
From there they were flown to 
London for developing and were 
on show in the Ilford Galleries 
early the following morning 

BEA co-operated by supplying 
letters giving priority for pilots to 
carry the negatives in the event of 
bad weather conditions causing a 
ban on freight traffic. C. S. Burgess 
was the photographer on the spot 
for what was his first “Monte.” He 
recently returned from a seven-day 
trip to Nice, Malta and Nairobi 
during which time he took 300 
colour sterio pictures for Airwork 

Mr. Clayton, who has covered 
every ““Monte” since the war, stayed 
in London this time to handle the 
administrative work. For his cover 
age of the International Alpine 
Rally in 1953 he won the Tourisme 
de Plaque, which is usually 
awarded to journalists. 


CONTACT 


WEEK'S WISECRACK 


“wn 


“Tve had a letter from a 
fellow asking how many 
column inches of advert- 
ising would be needed to 


bring down the price of 
beer” 
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Still rising 


at |/34 Per copy 
CONTINUED INCREASE IN NET SALES OF 


PHOTOPLAY 


JULY - DECEMBER 195! (A.B.C.) 137,110 
JULY - DECEMBER 1952 (A.B.cC.) 182,761 
JULY - DECEMBER 1953 (A.B.C.) 230,019 
JULY - DECEMBER 1954 (ati: cv» 


249,099 


At £140 page = 11 /3d per page per thousand sold 


_ the world’s top film magazine | 


AN ARGUS PRESS PUBLICATION 


A. H. McISAAC - ADVERTISEMENT DIRECTOR 
ARGUS PRESS LTD - 8/10 TEMPLE AVENUE - LONDON EC4~ CENTRAL 3514 
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‘Vogue says...’ is 
publicity theme 


More than 120 shops and 
stores throughout the country 
will be devoting window and 
counter space to displays featur- 
ing the slogan: “Vogue says: Leaf 
Greens—naturals for Spring.” 

This is the theme of a nation- 
wide promotion by Vogue. They 
are sending out free display 
material including streamers, 
tent-cards, specially designed dis- 
play sheets, shade cards, and a 
full-colour blow-up of _ the 
February cover of the magazine 

Fifty-four manufacturers are 
also participating in this fashion 
colour promotion. 

Large spaces (11 in. triple 
column and 1! in. double 
column) will be appearing in the 
national and provincial press 
from to-morrow (Friday) 

* * * 

January issue of Packaging Re- 
view includes a 17-page survey o 
the Packaging Exhibition 


* * * 
Retailing Daily, the Fairchild 
Publications’ home furnishing 
daily newspaper of the USA 
has published an issue of sever 


sections and 352 pages devoted to 
household appliances, television and 
radio, carpets, curtains, furniture 
and china. 
* + + 

Monday's issue of the Daily 
Sketch included the first whole page 
to be devoted to TV every day 


‘ ' 
right away 


vOGt 


ae = _ 7 4 


The “Vogue” poster featuring the 
February cover of the magazine. 
” o * 

The fortnightly In London Now 
is changing its publication day from 
Friday to Thursday. 
: ” * 

The 7ist annual special issue of 
Timber Trades Journal will be 
published in June. The make-up of 
this issue will be altered to permit 
advertisements in colour to appear 
in the various sections instead of 

only in the front as previously 


Ring us up and we'll answer that media query 


We work so closely with the 


papers we represent that, in a very real sense, 
our office is their office—fully able and most 


willing to help you in every possible way. 


E. W. PLAYERLTD. 

a 30, FLEET STREET, LONDON, E.C.4. 
The London Office 

for some of the best media 


in the Country 


Terminus Publications Ltd., pub- 
lishers of Cargo Handling, are to 


May—Passenger and Guest Hand- 
ling. It will be aimed at 
shipowners, airline operators, road 
and rail passenger transport opera- 
tors and hoteliers. Type area will 
be 10 in. by 7 in., with a full-page 
rate of £25 for a series of 12, 
Annual! subscription will be 30s. 
io * - 


The monthly Hair and Beauty 
has extended its coverage to include 
men’s hair styling. A gentlemen's 
hair style inset, with four styles each 
month, is being included in addi- 
tion to the regular style insets for 
owners of ladics’ salons 

~ of * 

Two special issues of the Jewish 
Observer will be published on 
Fridays, February 18 and 25, fea- 
turing the 1955 Joint Palestine 
Appeal Dinner to be held at Gros- 
venor House, Park Lane, on 
February 19. Principal speaker will 
be Trygve Lie, former Secretary- 
General of United Nations. 

* * 2 

First issue of She wil! include a 
£1,000 free competition. First prize 
is a free week's holiday for two in 
Paris with £100 to spend 

* * > 

te issue of Motor Boat and 
Yachting will be a Fitting-Out 
number. 

. * * 

A new pattern service will be 
included in next week : Woman. 
> * > 
A 16page spring kri‘\ing supple- 
ment will be include: in Mother, 

on sale next Tuesday 
* . * 

Vanity Fair will publish a 
Guide for the Bride on February 10. 
It will sell at Is. 6d. and have the 
same format as the magazine. 

7. * * 


Dealers’ Journal is being re- 
designed and enlarged under the 
new tithe of Dealers’ Journal and 
International Equipment Trader. 
Publication will be monthly and the 
first issue will be on March 10 
First print order will be 12,000. 
Fifty per cent of distribution will 
be overseas. 

* . 

The 1955 edition of the Ideal 
Home Book of Plans wil! have 192 
pages, with 40 plans of houses 
Selling price is 5s. 

> > > 
A ay rate for Fish Friers’ 
Review has been increased from 
1S guineas to £18. Series rate for 
12 insertions has been raised from 
£14 to £16. 
* . 7 

First issue of Home Economic 
and Domestic Subjects Review, the 
monthly for teachers and students 
of domestic science, has 40-pages 
plus cover with 10 pages of adver 
tisements. Print order was 7,000 

om > * 

The current issue of The Autocar, 
out to-morrow (Friday), will be an 
enlarged number containing a full 
report of the Monte Carlo Rally, 
in which sports editor John Cooper 
and four other members of The 
Autocar staff covered the various 
stages of the route. 

> o * 

Parents has produced a 36-page 
Family Holiday Guide which will 
be on sale in February. The guide 
will be advertised in the Daily 


Mirror and the Daily Express. 
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We Hear 


A mew record total of £29,265 


oy by the Newspaper Press 
und during 1954. The general 
fand account shows an income 
from donations of £17,678, which 
is a reduction of £1,435 on the total 
for 1953. 

* * * 


The “100 Good Catalogues” 
Exhibition, sponsored jointly by the 
British Federation of aster 
Printers and the Council of Indus- 
trial Design, will be on show at the 
College of Art, Wolverhampton, 
until Saturday, on its tour of pro- 
vincial centres 

* * * 

Grant Advertising, Inc., have 
acquired the account of the Govern- 
ment of Guatemala Tourist Bureau 
Their New York office _ will 
administer the account throughout 
the world. 

* * * 


Gilbert Harding presented a 
cheque for £1,000 to P. Woodrow, 
the winner of a motorist’s competi- 
tion organised by Lex Garages. 
Advertising and PR were handled 
by Erwin Wasey & Co., Ltd. 


PR labels 


Singapore's public relations de- 
riment has produced publicity 
abels which are being issued by 
travel agencies to travellers from 
the colony. 
* * * 


At the annual Electrical Develop- 
ment Association sales conference, 
in London from April 26 to 29, one 
of the papers will be on “Publicity,” 
by D. Atkins, director of Mather & 
Crowther Ltd. 

* * * 


Copies of a book called A Short 
History of the Linen Trade are avail- 
able to advertising agents handling 
accounts of firms selling machinery, 
auxiliaries or services to the textile 
industry from H. R. Carter Publica- 
tions Ltd., of Belfast. 

* * * 


Ashley Havinden, director of art 
at W. S. Crawford Ltd., gave a 
lecture on the development of design 
in advertising at the Hertford Arts 
Society, Hertford. 

* * * 

Monte Carlo Rally contestants 
passing through Brussels were 
greeted by the Trico Exhibition Unit, 
which was there for the Brussels 
Motor Show. 


Ad rates raised 


The general advertisement rates 
for the American edition of the New 
York Herald Tribune—unchanged 
for three years—have been raised 
to £6 17s. per s.ci. on weekdays 
(previously £6 7s.) and to £8 2s. on 
Sundays (£7 17s.). Rates for the 
European cdition of the Herald 
Tribune have not been altered. 

* * * 


Milford-Astor Ltd., of Salford, 
now have a London office at 58 
Paddington Street, W.1, for their 
southern accounts. The account 
executive is Leslie Todd. 

* * * 


A panel which describes the his- 
tory and development of Brown & 
Polson Lid. has recently been 
installed in the new gallery called 
“The Story of Paisley and Renfrew- 
shire” at the Paisley Museum and 
Art Galleries, Scotland. 
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‘Biggest stunt’ claim for | 


RGD’s giant cake 
A claim for the biggest publicity gimmick ever conducted in the 


radio trade has been made by RGD Ltd. (Radio Gramophone Devel- 
opment Company) for their giant birthday “cake” which has been 


brought down from Glasgow by lorry 


anniversary this week. 

The model “cake” measuring 
12 ft. across, 10 ft. high and 
topped by 25 electric candles will 
be the centre piece of an exhibi- 
tion to be opened at Hastings of 
Clapham Junction § to-morrow 
(Friday) by Lady Barnett. 

The scheme has been dubbed 
“Operation Cakewalk” by the 
organisers, Gordon and Gotch 
(Advertising) Ltd, the RGD 
agents, who say it is the biggest 
event of its kind ever handled by 
the agency. The giant “cake, 
decorated with pink, white and 
silver “icing” was constructed by 
Art Display Service Ltd. in con- 
junction with Rex Publicity of 
Glasgow. 

It left Glasgow last Friday on 
the back of a four-ton lorry. 
Before the start of the journey 
comedian Jimmy Logan cracked 
a bottle of champagne over the 
cake and fifty children sang 
“Happy Birthday to You.” Slices 
of real cake, baked for the occa- 
sion and packed in specially- 
printed RGD presentation boxes 


were distributed among the 
crowd. 

Police escort 
Mobile police escorted the 


lorry through most of the large 
towns and cities on the route. 
Eleven-inch triple column spaces 
were taken in provincial papers 
covering districts through which 
the “cake” would be passing. 
Posters were supplied to local 
dealers together with specially- 
printed stickers listing the dis- 
tricts through which it would be 
passing in each town. Many 


dealers arranged special window | 


displays and in several areas the 
lorry halted outside 
dealers’ premises for photographs 
to be taken. 

A film cameraman travelled 
with the “cake” and a 10-minute 
film is being prepared of the 


RGD | 


event for future showings at trade 
and dealer associations and at ex- 
hibitions. 

Half-pages have been taken in 
papers covering the Clapham 
Junction district to announce the 
arrival of the “cake” at the exhi- 
bition at Hastings’ store. 

The exhibition will include a 
closed circuit TV show featuring 
Lady Barnett. It will be given, 
complete with commercials, on 
30 RGD TV sets surrounding the 


giant “cake,” the interior of 
which will house a television 
lounge. 


The public will receive auto- 
graphs and souvenir pieces of 
cake. 

In one of the windows in the 
store is an illuminated map of 
the route of “Operation Cake- 
walk” with a model of the lorry 
and its load. Coloured lights 
followed its hour-by-hour pro- 
gress to London. 


For overseas clients 


Ruberoid Round the World is 
the title of a new quarterly news- 
sheet being published by 
Ruberoid Co., Ltd., for circula- 
tion to their overseas agents and 
customers. 


HOOD BLOCKS 


ie : ee 


ARE GOOD BLOCKS — 
and quick too. We have customers 
all over the world except U.S.S.R., 
| Easter Island and a few places else. 
| Next time you want halftones that 
| have got everything, address us 
HOOD & CO. LTD., G.P.0. BOX 34 


| MIDDLESBROUGH. 


LET THE 


“TALKING AEROPLANE” 
SPEAK FOR YOU! 


We are the ONLY Operators of Aircraft fitted with 
loudspeaker equipment in the United Kingdom 


During 1954 thousands of people responded to the 
Talking Aeroplane’s Voice from the Sky 
APPROVED BY THE AIR REGISTRATION BOARD 
THE TALKING AEROPLANE, 
}. D. H. RADFORD, PLUMTREE LANE, 


COTGRAVE 265 


COTGRAVE, NOTTS. 


to mark the company 25th | 


ADVERTISER'S WEEKLY 


Use the free advertising sites right in the shop 
doorways. Redfern Advertising Rubber Mats 
are point-of-sale reminders that are 

always on display because they are 

welcomed by retailers as part of the 

shop furnishings. Colourful, permanent 

and hardw caring, these mats can incorporate 


any trade name, mark or slogan 

in a wide variety of colours. 

They have been used by experienced advertisers 
for a qucrter of a century— 

put them to work in your retail outlets! 


REDFER WN 


ee ADVERTISING 
— RUBBER MATS 


DOOR MATS . FLOOR MATS . COIN MATS 
DARTS MATS - BOWLS MATS 


* Write for illustrated folder with details of 


thus permanent point-of-sale advertising medium 
It gives examples in full colour of Rubber Adver 
tising Mats used by some of the most famouw 


national advertisers in the country 


Redfern’s Rubber Works Ltd 
Hyde 


National Advertiser's Division 
Cheshire 
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ADVERTISER'S WEEKLY 


is used by 
T. G. Scott«Son Ltd 
for 


wa INEYWELL- BROWN 


SELPOCES (RATER STE ATOR, 


manufacturers of 


ElectroniK Potentiometers 
(Indicating & Recording), 
Differential Converters & 
Associated Receivers, Mod- 
lating Control Equipment, 
Protectoglo Combustion 
Safeguard Equipment, to 
reach makers of preserves, 
pickles, milk products, 
soup, sauces, etc 


FOOD MANUFACTURE 


Stratford House 
9 Eden Street, London, N.W.| 


FOOD MANUFACTURE |s one of the 
LEONARD HILL TECHNICAL GROUP 


HE epecialioed monthly 
journal dealing with all 
civil engineering in which 
earth-moving and earth- 
moving equipment are in- 
volved—open-cast coal and 


iron ore, hydro-electric 
developments, land re 
clamation, harbours and 
docks, coast defence works, 
river widening, canal con- 
@ruction, ec. 


MUCK SHIFTER 
and Public Works Digest 
is another publication of the 


LEONARD'H 
TECHNIC ROUF 


VORRBOUSIOURN fe aruceewt 
MANUFACTURING CEEMIOT 
ripees (NATURAL 4D @YPTEETIC) 
PAINT Manruvacruss 


246 


Current Advertising 
National press and magazines to 
launch Mixmaster in Britain 


The Sunbeam Mixmaster is to be 
imtroduced in this country with 
what is believed to be the largest 
advertising campaign yet 
launched in Britain for a food 
mixer 

Seott-Turner & Associates Litd., 
who are handling the account, 
state that large spaces will be 
used in the national press, colour 
advertising in selected magazines, 
insertions in home interest maga 
zines, Reader's Digest and Picture 
Post. 

The Mixmaster will make its debut 
at the Daily Mail Ideal Home 
Exhibition. It will be manufac- 
tured in this country by Sun- 
beam Electric Ltd., the English 
subsidiary of the Sunbeam Cor 
poration of Chicago, who 
recently launched the Sunbeam 
Shavemaster here. 

There will be a complete merchan- 
dising scheme which will include 
store demonstrations by trained 
Sunbeam demonstrators and co- 
operative advertising in local 
newspapers. 

It is expected that other Sunbeam 
domestic appliances will be intro- 
duced here later this year. 


Large campaign for 
Unox luncheon meat 


A nation-wide advertising cam- 
paign for Unox Dutch pork lun 
cheon meat is to be launched by 
A Millis & Co. Ltd. the 
importers. 

Samson Clark & Co., Ltd. will 
handle the scheme, which starts in 
March with large-space advertise- 
ments in London and provincial 
evening newspapers 


New display pieces 

for Evo-Stik drive 

Spaces are being taken in pro- 
vincial newspapers and pilot cam- 
paigns have been arranged in lead- 
ing towns of Great Britain for Evo- 
Suk household adhesive 

W. Hopwood & Co., Ltd., who 
are handling the account, have pre- 
pared a visual display and retail 


folder to support campaign 
The folder is printed five colours 
and is 17 in. high by 9 in. wide 
and is provided w a strutted 
back or hanging attachment It 
will be available to hardware 
merchants and retai ordering 
one or more cartons of Evo-Stik 
In addition to the disp!ay material 
sales literature has iso. been 


produced. 


‘Trade in’ offer 
for cooker 


“£1 Jor your old p ire cooker, 
any make—any co: on!"’—this 
offer is being featu: in adver- 
tisements for Mir: ¢ Dial-O- 


Matic pressure cook s in the 


Daily Express and the ily Mirror 

The copy goes on say: “Just 
take it to your ne store or 
hardware shop and will be 
allowed against the ; hase price 
of a new Mirroware al-O-Matic 


pressure cooker.” 

Backing the prom 1 500 silk 
screened showcards h« been dis- 
tributed to stores ar -alers, and 
5,000 leaflets, which ¥Y a repro- 
duction of the natior. press adver- 
tisement, have been sent to retailers. 
Agents are S.V. Cour! Advertising 
Ltd. 


This Evo-Stik household adhesive 
display piece has been produced as 
part of the latest Evo-Stik sales 
campaign. It is supplied to retailers 
on orders for one or more cartons 

of the product. 


Second phase of 
Sans Egal drive 


The second phase of the adver- 
tising and publicity campaign 
which launched “Incredible— 
indelible" Sans Egal lipstick last 
autumn has now started, using 
large spaces in women's journals. 
The advertisements have been pre- 
pared in black and white as well 
as full colour, and will also be 
appearing in selected nationals. 
ne is handled by Greenlys 


Hardy Amies PR 


Peter Hope Lumley is relinquish- 
ing the press and PR representation 
of Hardy Amies Ltd. from the end 
of March. No successor is to be 
appointed, and from April all press 
enquiries are to be dealt with by 
Hardy Amies Ltd. 

@ More “ Current Advertising” on 
page 250. 


| CURRENT ADVERTISING AT 


A GLANCE 


Accounts 


rHE LUTON MOTOR CO. LTD. 
for Earl Eagling Publicity Ltd. 

MOTOR BODIES LTD. for Ear! 
Eagling Publicity Ltd 

HEPTON & CO. (CLOTHIERS), 
LTD., for Gee Advertising Ltd 

OLDHAM LABORATORIES 
LTD., marketing Polyesto!l Ban- 
dages, for Scientific Publicity Lid 

JONES & ATTWOOD LTD., for 
Stuart Hirst Ltd 

ENGLISH GUERNSEY CATTLE 
SOCIETY, for Tibbenham Pub- 
licity Ltd. 

LINK HOUSE PUBLICATIONS 
LTD., for Alfred Pemberton Ltd 
To handle poster and ress 
advertising for the third Inter- 
national Handicrafts, Home Craft 
and Hobbies exhibition 

PEARL AND DEAN, LTD. 
screen advertising specialists, for 
Napper, Stinton, foolley, Lid 
A new campaign is now under 


way 
Campaigns 
SIR CLOTHES LTD. using selected 
national papers, provincial and 
trade press for new campaign 
(Pictorial Publicity Ltd.) 
UNOX Dutch luncheon meat using 
large spaces in London and pro- 


vincial evening press. (Samson 
Clark & Co., Ltd.) 

REGENT BENZOLE MIXTURE 
using national and provincial 
press, magazines and motoring 
press for record promotion. (C. 
J. Lytle (Advertising) Ltd.) 

MOORHOUSE’S marmalade using 
women's magazines, national and 
provincial newspapers and trade 
journals (Pickersgill Publicity 
Service Ltd.) 

CUSSONS using women's maga- 
zines and trade press to introduce 
Apple Blossom hand cream. 
(Richard Potts & Partners Lid.) 

SILVIKRIN hair cream using 
national daily and Sunday papers 
and magazines to announce price 
reductions for hair cream. 
(London Press Exchange Ltd.) 

QUEEN’S VELVET notepapers 
using national Sunday papers and 
women’s magazines. (J. Walter 
Thompson Co., Ltd.) 

MIRROWARE DIAL-O-MATIC 
pressure cookers using Daily 
Mirror and Daily Express . (S. V 
Court Advertising Lid.) 

SANS EGAL lipstick using large 
spaces in women’s magazines for 
second phase of campaign. 
(Greenlys Ltd.) 

ORLON, new Du Pont ~ 
fibre, using colour e-" 
women's papers and 


magazines. (G. Street & Co., 
Ltd.) 

SPA toothbrushes using national 
dailies and Sundays, Radio Times 
and trade ae, (The Robert 
Freeman Co.., 

TEASOL TEA GRANULES using 
trade press Later advertising 
will be extended to provincial 
press. (Stuart Hirst Ltd.) 

MINIFON pocket recorder, manu- 
factured by EMI Sales & Ser- 
vice Ltd., using national and pro- 
vincial press for introductory 
campaign. (Clifford Martin Ltd.) 

FORMASHAYD LOOSE COVER 
LAMPSHADES, made by G. & 
S. Wright Lid.. using women’s 
papers and _ selected journals. 
(Stuart Hirst Ltd.) 

EVO-STIK household adhesive 
using provincial press. (W. Hop- 
wood & Co., Lid.) 

FEEDRITE LTD., feeding bottles 
and teats, using national dailies 
and Sundays. and parents’ publi- 
cations. (V. Pethick Lid.) 

“DYLAN” publicity for Stevensons 
Dyers Lid. is continuing in the 
trade and national press this 
spring. (Everetts Advertising Ltd.) 

CELOTEX LTD. using large spaces 
in trade journals, packaging and 
handicraft papers to launch 
Celotex Five Star hardboard. 
(Charlies Barker & Sons, Lid.) 
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ADVERTISER'S WEEKLY 


Look before you leap... 


—— 


= BEFORE YOU LEAP’ applies to you, the client, and 
in a different way to us, the agency. 

Before looking round an agency the wise client usually 
looks into it, by which we mean he first of all finds out 
from outside sources the kind of service it offers, the 
amount of genuine, non-stop interest it takes in its 
accounts—and its ability to increase business in terms 
of actual We're particularly proud of 
S. C. Peacock’s record in this last respect. And our 
steadily growing list of accounts speaks for itself. 
But we, too, are careful to look before we leap. Prior 
to advertising a product we carry out a comprehensive 
survey of the market, investigating buying habits, 


results. 


REGent 1081 
ROYal 886! 


RUSKIN CHAMBERS, 191 CORPORATION ST, BIRMINGHAM 


distribution, ynsumer reaction 


structure, 


price 


competi i so on. Similarly when 


selecting media we are careful to keep one eye on 


claims 
keyed’ 


previous findings cumstances. Copy 
urse, and ads 


their effectiv 


are 


are also pre-checked 


wherever possible « eness can be 
judged 


use in 


good 
for 


well 


information 
All 
advertising and money 


and the resulting put 
the ads followi: 
sounder, harder-hitting 
spent. 

Advertisers 


backed by sound, clear 


of which makes 


interested in hard selling campaigns 


thinking should 
Peacock about it 


Incorporated Practitioners in Advertising 


18 LLOYD ST., MANCHESTER 2. DEAnsgate 569! 


CENitral 7705 
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‘Britain lags in communications’ 


CDC go West 


The Advertising Associa- 
tion’s Club Development 
Committee have accepted an 
invitation from the Publicity 
Club of the Cotswolds to hold 
the April meeting in their 
area. The meeting will take 
place on Saturday and Sun- 
day, April 16 and 17. The 
venue is expected to be Chel- 

am. 


Bradford 


E. Marriott is again 
president 


Ernest Marriott was re-elected 
president at the annual meeting of 
the Bradford Publicity Association 
Other officers elected were 

Vice-presidents, K. W. Parkinson 

nd C. G. Powney; chairman, J. A 
Horrox vice-chairman, M. 
Davison, and executive committe 
Miss E. Brook, Miss S. $ 
Messrs. A. Butterfield, H. E, Clough 
D. A. Dalg sh, r. C. Scott, ¢ l 
Walls, R. A. Clayborn, G. Williams 
and J. E. Woodman. 

Joint secretaries re-elected were 
R. She pherd and A. H. Darkin. 
I is A. G. Gallant, press 
officer, W. Walker, solicitor, R. C 
Yablon, and auditor, J. Fearnside 

It was suggested that, in future, 
luncheon meetings should be alter- 
nated with evening meetings. 


Berks and Bucks 


Mannequins in 
duplicate 


The annua! party of the Berks 
& Bucks Publicity Association was 
held at Heelas Restaurant, Reading. 
The evening started with a fully- 
fledged fashion parade staged by 
Heelas, followed by a male manne- 
— parade in which members of 

Association paraded in fantastic 
outfits. 

“*Mystaro and Irene,” Tom and 
Mrs. Rowe, from Swindon, pro- 
duced some conjuring tricks, with 
amusing commentary by John Way 
Chairman John Derry expressed the 
thanks of the members to organisers 
Miss Mary Messer and Eric Hubble 


In brief 


The techniques of yoga, auto 
hypnosis and psychology as aids to 
relaxation will be descnbed b 
William J. Ousby, of Harley Stree 
at a meeting of the Publicity Club 
of Leadon on Monday .. Regu 
lations governing advertising werc 
discussed by J. C. Rennie, Town 
Clerk of the City of Aberdeen. at 
a luncheon mecting of the Publicity 
Club of Aberdeen. A tombola 
at the Regent Advertising Club on 
Friday raised a further £3 10s. for 
NABS. . . . Capt. G. F. Bennett, at 
one stage of his life a homeless 
tramp and now secretary of the 
Waytarers’ Benevolent Association, 
spoke at a luncheon mecting of the 
Publicity Club of Newcastle of 
some of the interesting people he 
has met. 


Britain is lagging behind in the 
field of communications and office 
mechanisation, E. E. Fidler, com- 
munications manager of Shell Mex 
and BP Litd., told a luncheon meet- 
ing of the Publicity Club of Leeds 

He said that one of the reasons 
was that these matters were usually 
dealt with by one of the directors 
or an accountant—someone who had 
sufficient on his plate doing his 
normal job. 

“The sooncr industry realises these 
matters are a full-time job for one 
person the better. Again, how can 
anyone advise their company on 
communications and office mechani- 
sation unless he has travelled far and 
wide and knows what is available? 
he said. 

Describing some of the latest 
communication systems, he referred 
to a complete push-button telephone 
switchboard he had seen in Holland. 
Also in Holland he had seen a 


system whereby letters, once they 


Club News 


were collected from street 
boxes, were practically sailed 
by human hands. etlers were 
tipped on to a moving band, faced, 
cancelled and sorted. Not only 
were they sorted but they were auto- 
matically stacked in a matter of 
seconds under separate districts 
Dealing with teleprinters, he said 
that although this country was one 
of the first to adopt this form of 
communication, industry here was 
only just nibbling at their uses. 


Oxford 
Precision tool 


of business 


Direct mail is in the stage of 
development comparable to the press 
of 30 years a said Robb Holland, 
speaking at ‘the Advertising Club of 
Oxford. 

He said the high selectivity in the 
direct mail field offset the high unit 
cost. It was in the selected field 
that direct mail became the precision 
tool of even the smallest businesses 

For advertisers with a specialised 
clientele direct mail might be the 
only commercial approach posi- 
sible. Mr, Holland is associate 
director with Chadwick-Latz Lid. 
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Pictured here are the administrative staff of Achievement Publicity Services 


at the annual dinner of Bradford Publicity Association. 
ment Organisation decided to hold 


The Achieve- 
their annual party in conjunction 


with the Publicity Association's dinner. It has been agreed to make 
it an annual event. Seated beneath the mirror are Desmond A. Dalgleish, 
chairman of the organisation, and Mrs. Dalgleish. 


Speaking competition 


New marking form antl pongo 


A new marking form for the 
public speaking comp yn, devised 
by Anthony Gorma (managing 
director, Gorman Advertising Ser- 
vice, Nottingham) ie national 
organiser, has been aj yved by the 
Advertising Associatx Club De- 


velopment Commi 
issued to clubs this week 
Instead of the same form going 


d is being 


to each of the three } *s. that for 
the representation advertising 
will require him to jt the adver- 
using content of tt speech, in- 
gemous application interesting 
personal touches; the siness man 
will judge the handli of the sub- 
ject, sincerity, mess imparted, 


and audience reactior nd the edu- 
cationist will assess ynstruction, 
delivery, and other ilities. In- 
structions to the judecs will differ 
on each form 


The meeting between Nottingham 
and Leeds clubs in first round 
will take place at Sheffield 


Aberdeen 


Open night 
At the Publicity Club of Aber- 


deen’s “ open night he entertain- 
ment for the members and friends 
included tombola and  housey- 
housey : 


“Yorkshire Evening News" picture 


In spite of one of the worst fogs of the season, accompanied by ice-bound 


roads, 110 members and their friends 


of the Publicity Club of Leeds at 


attended the annual dinner-dance 


+ Great Northern Hotel, Leeds, last 


Friday. They were received by the president, C. Roderick Gallant, and 
Mrs. Gallant, and the chairman, Wallace Diggle, and Mrs. Diggle. Pictured 


here are (left to righ!) SS = 
Commerce; R. W. 
Linton Andrews, editor 


branch); 


Post ( Roderick 


Banks, president, Leeds Chamber of 
Shawcross, editor 
“Yorkshire 
F. Eric Tetley, president, Incorporated 
W. Diggle; A. Woodward 

and S.J, Minson 


Yorkshire Ev -~y News”; Sir 
Gallant; Col. 
Sales Managers’ Association (Leeda 
editor, “Yorkshire Evening Post™ 
hon. secretary 


| Meh 


| New president 


Hubert A. Oughton, chairman of 
'W. S. Crawford, Ltd., will be in 
stalled as president of the Aldwych 
Club, in succession to F. C. Hooper, 
on Wednesday, February 9. The 
installation will be followed by a 
dinner. 

The Club Ball and Cabaret will 
be held at Grosvenor House on the 
following Wednesday 


Hull 
Declining standards 


Personalities in Parliament and 
the standard of debates in the House 
had declined in recent years, com- 
pared with former days when wit 
seemed to have been more pithy, 
pungent, and amusing, said R. 
Austen Hudson, MP for North Hull, 
addressing Hull Publicity Club. 


Leicester 


Powerful ideas 


At the Leicester Club Sir 
Stephen Tallents claimed that, 
properly conducted, public relations 
was just as exacting a task as any 
task of administration. “In my 
lifetime there has been a revolution 
in which ideas have gained wholly 
new power. In this world at the 
moment ideas are the most precious 
of cargoes and the most powerful 
of missiles,” he said. 


Regent 


Ad women praised 


Bouquet for women in advertising 
was given al a recent Regent Adver- 
tising Club meeting. “Women in 
advertising have a much better hair 
sense than their sisters in other 
vocations because they know the 
value of good personal presenta- 
tion,” was the view of N. Nichol, 
Regent Street hair expert. 


Poppinjays 


Officers of the Society of Poppin- 


jays for this year are: President, 
Ronald Jones; vice-president, G. 
Ward Gough; hon. treasurer, 


Bernard Mulcahy; hon. secretary, 
Anthony H. Harris. 
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‘Refused ads’ allegation 


against Dublin journals 


FAIR TRADE COMMISSION HEARING 


The Irish Fair Trade Commission, which is investigating the 
sale and distribution of pharmaceutical supplies in Lreland, last 
week heard evidence from the advertisement manager, Inde- 
pendent Newspapers, and the chairman of the Dublin 
“ Evening Mail,” regarding refusal of advertisements. 


A submission had been made 
by a grocer, James Maher, that 
advertisements had been refused 
by the Evening Herald and 
Evening Mail because the prices 
he wished to advertise would 
lead to trouble with competitors. 

E. C. Maguire, advertising 
manager, Independent News- 
papers, Ltd., handed to the Court 
a copy of the advertisement rates 
and conditions of acceptance of 
advertisements. It was clearly 
stated, he said, that acceptance of 
advertisements was not to be 
taken as an assurance that the 
advertisement would be pub- 
lished 

Advertisements were rejected 
for one reason or another. 


Suggested alterations 


What happened in practice was 
that they got in touch with the 
advertiser and suggested altera- 
tions in the wording in accord- 
ance with the policy of the firm. 

It was incorrect to say that 
space was refused. Representa- 
tions in regard to advertising 
matters would not be tolerated 
by the newspapers 

He had refused a particular 
wording and at the same time 
had made an offer of space sub- 
ject to his approval, which he 
thought was perfectly fair to the 
person concerned 

Replying to the chairman, Mr 
Maguire said the refusal to 
publish the advertisement in the 
form submitted did not arise out 
of the reference to price The 
decision was his own, and no 
representations were made to him 

iny source 

Dann, chairman, Evenine 
said the objection he took 
the advertisement was that 
first paragraph contained a 
unauthorised price list 
The paragraph referred to “the 
usual price.” The man had no 
authority to ask him to quote 
these prices as being the usual 
prices Persons reading the 
advertisement as submitted might 
assume that the paper had 

checked the figures 


Agency complaint 

The decision of the newspaper 
did not arise out of representa- 
tions made from any organisation 
of traders or competitors A 
complaint reached him through 
in advertising agency, whom he 
told that he would decide whether 
the copy was acceptable or not, 
with knowing who made the 

moplaint 


Mr Maher had been advertis- 


ing in the paper in that form for 
a time, but when the complaint 
was made he (witness) decided it 
was not a fair advertisement. He 
reserved to himself the full right 
as to what would or would not 
go into the Evening Mail 

Mr. Maguire told the Court he 
had never had experience of 
representations being made by 
traders or associations. 


‘Scan-a-Graver 
cuts costs, 
labour’ claim 


Representatives of newspapers 
and trade journals at a press 
conference at the works of 
V. Siviter Smith & Co., Ltd., saw 
the company’s new Fairchild 
Scan -a- Graver block - making 
machine in action 

The machine, which is 
American-made, is claimed to be 
the first to be installed in the 
Midlands It electronically 
engraves the block direct from 
the photograph The one at 
present installed is a 100 screen 
model. 

P. Siviter Smith, managing 
director, claimed that the machine 
considerably reduced the cost of 
producing blocks and could be 
operated by a man with a rela- 
tively small amount of training 

The quality of the block could 
not be made as high as half-tones 
on copper, but he thought that 
the machine was admirably suited 
to pictures intended for journals 
not requiring the highest quality 
of picture 


‘National coverage’ 
aim for Teleposters 


About 50 Teleposter sets com 
prising HMV television sets sur- 
rounded by 15 advertisement 
panels, are already installed in 
bars, clubs, the BEA air terminal 
at Waterloo, waiting lounges and 
clubs in London, Manchester, 
Glasgow and the industrial 
North, states Jan Cremieu- 
Javal, chairman of Teleposters, 
Ltd. It is hoped to have national 
coverage by the end of the year 

Three organisations are in- 
volved: Bateman’s Advertising 
Service, who obtain the sites; 
HMYV. who instal and service the 
sets free of charge, and also con- 
struct the plinth and surround; 
and Teleposters, who let the 
panels 


At the recent Advertisir 
drum, 
Evening Press 
Lid. (right) seen 

C. J. Furlong, advertiser 
drum is David P 


raffle 


Co 


“I believe so strong! 
has to perform, and 
to a higher standard 
enthusiasm for efforts of 


decorated 
* hamper » m 


the 


Luke 


m by 
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s Club annual ball at the Metropole, a new 
signs of 
M. McManus 
ing congratulated by 

manager of the Irish Press Lid 
ity manager for the three Irish Press papers 


the Zodiac, was used. The 
of Dublin Illustrated 
Mrs. Furlong, wife of 
Behind the 


Display contest entries praised 


for taste and originality 


in the mission that good advertising 
major contribution that it can make 
living, that I find an almost youthful 
this kind,” said Lt.-Col. A. M. 


Wilkinson, president of the IPA, when he opened an exhibi- 
tion of Display and Screen Printing Entries at the Royal 


Horticultural Society’ 
The exhibition was 
the 
Screen Printers’ 
the exhibits shown we 


by 


nised 
ind 
and 
entries 


Produce 
Association, 


Display 


for 1954 competitions, results of 
which are given below 


Col 
exhibition 
well be 
time to 
as you are doing to-day in 
exhibition, for which 
great 
“Here, all may see s 

your 
craftsmanship, taste 


of 


ality 


it said that if you want 


the 
may 
from 
¢ flag 
this 
feserve 


Wilkinson praised 
and said 
under-rated ur 
time we 


snow 


praise 


nething 
lard of 

rigin 
one has heard 
the best 


British stan 
and 


Too often 


advertising, cross the Atlantic, or 


one 


is asked 
not the best and clevere 
produced on the Contin« 
both of these questions I 
answer 
style and taste, and r tect 


the Are 
st posters 
?° To 
would 
British 


que 


“We have our owr 


nical 


skill is second to none 


Large 
Display 
Trophy 


Results 
displays: Holstius Cup 
Craft Lid “Display” 
Apex Studio (London) Ltd 


new hall last week. 


Small displays “World's Press 
News” Challenge Cup Pre 
sentation Lid.; Saville Award 
Display Craft Ltd Solus displays 
and exhibition stands Phillip 
Weisherg Cup-—Ace Associated 
Woodwork Companies, Ltd. Mecha 
nised Screen Printing: Dane Trophy 

& H. Print Processes Ltd 
Non-mechanised screen printing 
Treleaven Cup-—Priestley Studios 
Ltd Dane Award—Display Pro 
ductions Ltd. and Silk Screen 
Printing Co. (Birmingham) Lid 
(equal first) 


Posters: George Hall Trophy 
Roberts Posters. Transfers: Cellon 
Award Studio Sprinzel Lid 
Cinema advertising “Kinemato- 
_. Weekly Trophy A 

rint Processes Ltd. Techni 
gress im screen printing kK 
& Co. (Display), Lid 
ing championship 
Display Craft Lid 

Designs: Clements Award 
James Biggs (Supasigns Lid.) 
R. E. Moody (Clements Bros 
plays) Lid.), equal first; 
Rowley Award—Vivienne Denis 
Howe (Silk Screen Arts Ltd); 
Caritograph Award-—-R. W. Saxby 
(South-East Technical College & 
Sehoo! of Art, Dagenham) 


Screen print 


Ridouwt Cup 


Peter 

ind 
(Dis 
Olley & 


K 


‘ 
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Baldwin 
Teesday. 
cae ee 
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More ‘ Current 
Advertising P 


Heavy trade press 
drive for Celotex 


An extensive trade press adver- 
tising campaign by Celotex Lid 
will launch their Five Star hard 
board. The promotion will start on 
February 1 and will be using tradk 
journals, packaging papers and 
some handicraft publications. Spac 
to be used are mainly full-page 

Celotex Lid. state that there 1s 
an unprecedented demand for th 
hardboard and that it has now 
become necessary to give it n 
easily identifiable brand nam 
which is easily remembered and is 
descriptive in itself Agents are 
Charles Barker & Sons Ltd. 


Smooth scheme for 
notle-paper 


This year’s advertising campaig 
for Queen's Velvet notepaper bh 
started in the national Sunday pr« 
and women’s magazines 

Spaces being used are mat 
6in. doubles in the Sunday press 
and quarter-pages in magazir 
Advertisements are siressing 
extra smoothness of the product 


and the theme of the campaign 13 
based on places of historical mtere . 
which are portrayed in th 


tisements. Agents are the J. Walter 
Thompson Co., Ltd. 


New hand cream 


The latest addition to the 
Cussons range of products ts Apple 
Blossom hand cream The new 
cream is to be featured in con- 
tinuous advertising m leading 
women's magazines 

Full-page trade press advertise 
ments are offering retailers, who 
undertake to feature a new display 
box, an extra tube of hand cre } 
for every dozen ordered Agents 


are Richard Potts & Partners Ltd. 


Airline scheme 


overseas 


Qantas Empire Airways Ltd. ar 
launching press campaigns, starting 
late January, in Egypt, France 
Lebanon, Norway, and Swed 

Advertising in Germany and Italy 


will start in February The cam 
paign will be using opinion-lorming 
publications. Agents are Intam Ltd. 

Other overseas campaigns being 
handled by this agency are for the 
Cement Marketing Co Ltd who 


are using press and poster adv 
tising in West Africa for th 
Burham brand cement, and a press 
campaign for Hand brand cement 
running in Ceylon 

The Mond Nickel Co.. Lid 
using technical publications in D 
mark Holland, Belgium India 
Portugal, New Zealand and 
Africa in a new campaign for S. G 
Iron 


Increased campaign 
for ‘Sir’ suits 
Sir Clothes Ltd. products wil! be 


receiving increased press adve 
ing support this year. National and 


provincial papers and the t 
press are on the schedule. Wind 
display material and a stereo »s 
vice will be available to 


Agents are Pictorial Publicity. Lid. 
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CLASSIFIED ADVERTISEMENTS 


RATES : APPOINTMENTS VACANT, Fa 6d. per lime, 40s. per dispiay pene! inch. 


APPOINTMENTS WANTED. 3s. per line 
classifications, 4s. 


eoktly 


188 Fleet Street. London 


APPOINTMENTS VACANT 


: “ The engagement of persons answering these advertisements must 
be made through a hand Office of the Ministry of Labour or a Scheduled Employment 
Agency if the applicant is a man aged 18-64 inclusive or a woman aged 18-59 inclusive 

the 


Siteations Vac 


enless he or she, or the employment, 
Notification of 


Vacancies Order 1952."" 


per lime, 45s. per dispiay ‘panel inch. Minimem, 3 lines. Box No. 
one lime pa Is. covering postage, etc. Series rates on application: all 
advertisements under seven insertions MUST BE ie tm 


35s. per display panel inch. All other 


Address “ Advertiser's 
E.C CHAacery 8844 (Ex. 25) 


is excepted from the provisions of 


VISUALISER/ 
LAYOUT MEN 


We want a practical and experi- 
enced Visualiser to take com- 
plete charge of our studio. This 
is a good job for a man of proved 
ability who wants to settle down. 
We also have an opening for 
another Layout Man who is ** on 
the way up’ but can already 
give practical proof of his 
ability in designing attractive 
advertisements and _ printed 
matter. 


GEOFFREY DADD LTD. 
90, Epsom Road, Sutton, Surrey. 
(Near Morden Tute Station) 
Telephone : DERwent 4444 (4 lines) 


. DEPUTY 


SPACE 
BUYER 


An opportunity for using 
media experience and 
agency training in a busy 
Media Department. Appli- 
cants must be prepared to 
take responsibility, work 
quickly and accurately. 
Bonus and Pension 
Schemes. Write stating 
age, full details of experi- 
ence and salary required 
to: 
Staff Applications, 

S. C. Peacock Limited, 


TYPOGRAPHER 


EVERETTS 


require a 


with at 
least 4 years’ 


agency 


experience 
am 


Write stating age 
and salary required to : 
K. H. Walter 
Everetts Advertising Ltd. 
10 Hertford Street, W.1. 


21 Leigh Street, 


ADVERTISEMENT 
Liverpool. TIVE 


REPRESENTA- 
» aged 28/30 years. required by 


well-known engineering journal. Keen, 

_ — energetic young man, willing initially 

YOUNG COPYWRITER requi red iby ADVERTISING DEFT. CLERK re- to spend some months in the Midlands 

Advertising Dept. of _ large quired by Food Manufacturers in and Northern area, should apply, 

Manufacturers Variety of London with 38 esale branches Stating age, experience and production 
subjects—mostly of a semi-t throughout U.K lar experience record, to 

nature—for catalogues preferred, but trair would be given Box 9834 Ad. Weekly 180 Fleet St BC4 

national advertisements to adaptable candid Good starting TRAINEE required for Publicity De- 

and a ‘* mechanical mind” are more salar Write, i confidence, to 


important than advertising experience 
Write, stating full details and salary 
required, to 
Box 9845 Ad. Weekly 180 Fleet St EC4 
ARTIST REQUIRED for Technical 
Illustration with ability to produce 
layouts and artwork for advertising 
and sales literature. Bonus and per 
sion schemes operating. Write 
Box 9804 Ad. Weekly 180 Fleet St EC4 
ESTABLISHED PUBLISHING HOUSE 
requires young man as prospective 
Advertisement Manager for rece 


acquired small journal Experier 
machinery and engineering field 
asset Opening known to existing 
staff Send full detail e 


in strictest confidence, to Managing 
Director 
Box 9858,Ad. Weekly 180 Fleet S: EC4 


ASSISTANT 
ADVERTISING 
MANAGER 


An excellent opportunity in a 
busy Advertising Department 
for a man with initiative. This 
position requires a sound know- 
ledge of advertising—also print- 
ing and reproduction processes 
to control production in our 
own printing works. 

Our Head Office in Northumber- 
land is in very attractive country 
and, if you are contemplating a 
change from town life, you will 
enjoy working here. 

A good salary is offered plus 
substantial annual bonus. 

Please write to: 

ADVERTISING MANAGER, 
SMITH & WALTON LTD., 
HADRIAN WORKS, 
HALTWHISTLE, 
NORTHUMBERLAND. 


Dawson's, 129 
Cannon Street, E ( 


part 
Graduate having broad interests, with 


ment Preference given to Arts 


particular empnasis on aviation or 

WANTED—ALIVE! icchnical Copy- marine subject After preliminary 
writer, age about for engineers’ training successful applicant will 

publicity departme: North London given special responsibilit depen- 

General advertising cxperience essen- dent upon aptitude Agely. with full 


tial. Age, experienc alary required 


Gre 


to 
Box 9808 Ad. Week 180 Fleet St EC4 sex 


details, to Sperry Gyroscope Co., Ltd., 


at West Road, Brentford, Middle- 


EXECUTIVE 
TRAINEE 
REQUIRED 


for London Publis 
aged preferably 22- 
it 


offers scope for 


tancy, 
presentation of 
essential. 
age, experience, 

salary required 

Box 98688 Adverti 
Fleet Street EC4 


y, and either B.Com. with mini- 
mum two years business experience 
or passed A.C.1.S. Final. This opening 


with first-rate opportunities. Sound 
educational background, administra- 
tive ability and training in Accoun- 
Commercial Law and 


Write, giving details of 


hing House. Man 
25, British Nation- 


interesting career 


statistical data 


qualifications and 
to 
iser’s Weekly 180 
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APPOINTMENTS VACANT 


CLASSIFIED ADVERTISEMENTS 
|__APPOINTMENTS VACANT __ 


SALES 
MANAGER 


required by well-established 
progressive Pharmaceutical 
House S.W. London. Manu- 
facturers of proprietary 
lines, chiefly ethical. Appli- 
cants must have had past ex- 
perience, be knowledgeable 
of trade customs, contact 
with Wholesale trade, and 
be able to undertake the 
control fof medical detail- 
ing force. Salary commen- 
surate with experience and 
ability. Full particulars 
please in strict confidence to 
Box 9869 
Advertiser's Weekly 180 Fleet St EC4 


a4 


Press Officer 
required 


as Assistant in the Press Rela- 
tions Division of a large national 
organisation. The essential quali- 
fications are good journalistic 
ability and practical experience 
of Press and B.B.C. liaison work. 
Age 28-35. The vacancy must be 
filled in the near future. Salary 
in accordance with qualifications 
and experience. Applicants 
should write giving full parti- 
culars of positions held, quali- 
fications, age, salary required, 
etc., to 


Box 9889 
Advertiser's Weekly 180 Fleet St EC4 


COLOUR RETOUCHERS wanted for 
expansion of colour section Vacan- 
cies for Senior Artists and improvers 
Good wages, bonus and superannua- 
tion schemes. Write or telephone for 
appointment to Art Director, Studio 
Irwin Ltd 118 Chancery Lane, 
London, W.C.2 Tel CHAncery 
4141 

ARMSTRONG SIDDELEY MOTORS, 

Coventry, have vacancies for Technical 

Writers, Planning Engineers, for work 

on gas turbine acro engines Apply 

to Reference D1, Personnel Manager, 

Armstrong Siddeley Motors, Coventry 


ARTISTS AND RETOUCHERS re- 
quired, with experience of Commercial 
or Technical work. Also Trainees, 21 
and over, for this work with some 
experience and training in Draughts- 
manship or Art Write, giving details 
with specimens, to Labour Manager 
(D), Rolis-Royce Litd., P.O. Box 3I, 
Derby 


TECHNICAL AUTHOR required to 
assist in the preparation of a variety 
of technical publications dealing with 
automobile electrical equipment 
Applicants (not over 25 years of age) 
should be in possession of, or study- 
ing for, Higher National Certificate 
in Electrical Engineering, with some 
practical workshop experience. Please 
reply, stating age. qualifications and 
experience, to Personnel Manager, 
Joseph Lucas (Electrical) Ltd.. Gt 
King Street Birmingham, quoting 
reference PM/D/54 


AMBITIOUS 
man required 
the Studio 
taking over 
Write stating 
Box 9875 Ad 

ASSISTANT 
round man 
temporar 
design 


IMPROVER. 
to work directly 
Manager with a 
semor position in 
fullest details 
Weekly 180 Fk 
DESIGNER 
with a flair for 
packaging and ger 
High standard of 
shed drawings essential 
progressive job "Phone 


nson, c/o W M. de Majo 


Young 
under 
view to 


Studio 


tS BC4 
required, all- 
con- 
eral 
lettering 


DESIGNER 
Displa Exhibition 
be experienced man 

contemporary 


required 
work 
Appreciati« 
design high stands 


ASSISTANT 


tauon and detai 
Interesting progressive 
Mrs. Robinson 
FLA 6816 
CROYDON ADVERTISING 
require h tone retouching 
London salary 
Phone Artvertrsing 
FIRST-CLASS RETOUCHER 
Apply with specimens ‘ 
Art Service, Ltd 
E.C.4 Telephone CEN 4325 
SHORTHAND TYPIST (18-20) required 
for advertising department tf large 
old-established West End house Hand- 
ling fan ry perfumery 
cosmetics. ctc. Interesting varied work 
Permanent position S-dav week 
canteen 


Phone for appointment 
MUSeur 


drawing 


STUDIO 


artist 


nods, jews Ty 


COPYWRITER 


We need a youngish, energetic 
man with experience in Indus- 
trial Copywriting who is accus- 
tomed to digging for facts and 
presenting them with force and 
imagination. 

The successful applicant would 
work in the London Publicity 
Department of an important 
group of Companies manufac- 
turing a wide range of electrical 
and engineering equipment. 
This is a good job. Its scope is 
wide and offers unlimited op- 
portunities to the right man who 
will be given every encourage- 
ment. 

Please send full details, including 
age, experience and salary re- 
quired to 


Box 9870 
Advertiser's Weekly 180 Fleet St EC4 


Cc. J. LYTLE 


(ADVERTISING) LTD. 
have a vacancy 


for another 


TRAFFIC 
CONTROLLER 


He or she must have ability to 
absorb detail, a good 
knowledge of production, the 
personality to co-operate with 
accounts executives, and the 
patience to ensure records are 
correctly compiled 
Please fully 

and experience to 

TRAFFIC MANAGER, 

C. J. LYTLE (ADVERTISING) LTD. 
2, 3-4, Dean Street, London, W.!. 


write Siating age 
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APPOINTMENTS VACANT 


PRITCHARD, 


WOOD 
are looking 


fora 


CREATIVE 
LAYOUT 
ARTIST 


Please write, 
in the first place, 
to the Creative Director, 
giving an outline 
of your experience. 
Then we will arrange 


an interview. 


F.C. PRITCHARD, WOOD & PARTNERS LTD. 
25 SAVILE ROW, W.I. 


‘Phone your classifieds to CHA 8844 (Ex 25) 


i= 
—— 
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CLASSIFIED ADVERTISEMENTS 
STAFF F 


Situations Vacant : “ The engagement of persons answering these advertisements must 
or be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
oe Se applicant is a man aged 18-64 inclusive or a woman aged 18-59 eae you are a 


or she, or the employment, is excepted from the provisions the 
FREE LANCE ? dhe gg bbe TYPOGRAPHER 
Se a en deen” ot SECRETARIAL GENERAL haiti tiidianis tai niin 


outstanding creative ability who 


which provides ample scope for 
would welcome endless oppor- POST ARTIST experience and creative ability 
tunities for the production of on the design of all forms of 
first-class still life, general art- Competent lady secretary THE STUDIO OF THE NATIONAL printed advertising material, 

ork and lettering for national! he d TRADE PRESS LTD., requires an 
pe a 4 4 z y with Economics degree or experienced artist who is a good some press, to a very high 
r r nc - i 

advertised products, press a : training for interesting post all-rounder, capable of using the standard for a wide range of 
print. Staff appointment with 


airbrush, doing visuals and finished 
in West End Advertisin ; " x 
excellent welfare and working gz work of good reproduction stand important products and services 
conditions. Alternatively if you 


Agency. Write full details ard. Excellent prospects, 5-day : 
g ae aus couuius ethane, Wrtn (excellent working conditions 
prefer a Resident Free Lance qual ications, etc. to Stating age, experience and salary and welfare schemes), 
required to : 
basis we would welcome your Box 9906 re P then you are invited 
suggested terms. Write fully The Art Manager, 


Advertiser’s Weekly ) National Trade Press Led., to write fully in confidence to 
Box 9890 180 Fleet Street EC4 rury House, Russell Street, 


London, W.C.2. Box 9891 
i | Fi 4 . scameniate Advertiser's Weekly 180 FI 

Advertiser's Weekly 180 Fleet St EC ASSISTANT REQUIRED for Space | P.R.O. required by leading hair ; ertiser's Weekly 180 Fleet St C4 
ail Checking Department. Young lady or beauty product organisation 
CAPABLE Advertisement Representativ« man ; must be able to type and pre- female we require will be top flight ASSISTANT for ici Depart- 

rea sbie to sell Excellent pross . ferably with some agency expericr energetic ai and with vast connec- ment ’ larg Londo Mechani- 

a Commission Write or Staff Director os are outstand- Opening for 

slary and c Willings'’s Press t il i r field need completed Nationz 
n . swency 364 Grays Inn Road c. in confidence Service experience 

fe"’ experience inappropriate FIRM, PERIVALE AREA, with Rota- x 9883 180 Fleet St EC4 copywriting d i 
Box 9884 Ad. Weekly 180 Fleet S i print machines, requires lady, prefer- ADVERTISI juction Man, about ment ror 
ADVERTISING MANAGER of | ably with some advertising gency 6 v 
a mpany needs a . experience, to assist Prods 


rd 


ground necess: 
tributory pension scheme 
ty pre by ger; able Bor Stating age, experience and salary re- 
id be mer , , ” Salary F £400 m quired, to 
cas initiative and persona Perivale , Managing ecto odert fice,  cantee facilities Box 9879 Ad. Weekly 180 Fleet St EC4 
stenography are essential Secretary uc } : JUNIOR ARTIST required for packag- 
in pleasant sur WEST END agency requires male assis- oO 3 Ad t 180 Fleet St EC4 ing studio in Hammersmith 
ondon Five-day tant to manager for administration ARTIST required for student or beginner preferred 
lities on the and production routine Age about echnical accounts ite or ‘phone knowledge of typography 
social clut 20-22 Good prospects and oppor- Advertising td 2 desirous of gaining practical experi- 
to tunity to gain experience Street, W < CHAncery ence Write 
Ad. Weekly 180 Fleet St EC4 , Box 9882 Ad. Weekly 180 Fleet St EC4 Box 9872 Ad. Weekly 180 Fleet St EC4 


PRITCHARD, WOOD SAMSON CLARKS 


want a 


Designer 


require another 


CREATIVE 
LAYOUT 
octocetae bonda ge getogpe sea ARTIST 


folders, showcards and 3-dimensional 
displays in cardboard. Experience of this with original ideas and sound agency experience 
work, possibly with a Printer, is essential. to work on an interesting group of national and 


Please write fully stating age and salary industrial accounts. = 

Write giving details of experience and salary 
required to rng ) 
required :— 


H. C. Caffin. CREATIVE MANAGER 
SAMSON CLARK & CO. LTD., 
57-61 MORTIMER STREET, 
LONDON, W.1. 


of point-of-sale material 


F.C. PRITCHARD, WOOD & PARTNERS, LTD. 


25, Savile Row, London, W.1 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS 
Experienced 
PH-F-F-F-T ! 


CREATIVE 
ee BROOK-HART EXPANSION PROGRAMME 


Only in the film. For one man ARTISTS 


who reads this it will mean the The Brook-Hart Company's expansion programme is continuing 
beginning—the beginning of a on the sound and carefully planned basis for which this organiza For colour work on top 


really interesting job with a tion is noted. For two more men who really want to make a class National Accounts 
future. career in publicity and advertising the following additional new 


. posts are being created : We have openings for several really 
We are looking for a man who experienced artists for show-cards, 
can deal with people as well as 


u u d 1 ~of-sal 
hiegs, Win ton even ten Visualizer/ Publicity Executive — 


not aggressive personality, who General Artist , ; |. Figure man, used to creating con- 
is eager to take responsibility, A yours man — some vineing estou drawings of people 
whose temperament is steady— An all-round artist with general experience of publ Slich sayle required for well 
above all a man who is capable ambition and ideas who is city and advertising, kee: n finished roughs. Severs! years 
of sustained enthusiasm. capable of producing slick conscientious, who will wor studio experience essential 
‘tn: 4"? A roughs and some finished on the details of a wide General artist designer ideas man 

pportunity itse he n artwork. This post will have variety of projects directly Experience of cardboard cut-out 
executive publicity job with a excellent prospects for a man under the Principal and Chiet show-cards great advantage 
difference, covering new ground 


h Executive Must be able to initiase and 
7 on the w ° . develop ideas to esentation 
and capable of rapid expansion, ay up ¥ ’ Presencac: 


stage. No finished artwork 
in a large organisation. Desi { 
Applicants for both positions should write in confidence, ¢ f la. oa 6 a oars 
The salary ?—above average for details of qualifications, experience, age and salary requir: experienced in devising in- 
the right man. genious working units thet are 


T Cc f I practical to manufacture 
All applications will be treated , 


These are all permanent posts with a 
; ; . highly progressive organisation. 5 
in strict confidence. THE D. BROOK - HART COMPANY, pg My oe Be 
48, Dover Street, London, W.1. wrk or gusae? 
Box 9908 Cc. L. V. Designs Led., 
° 49, Charh " 
Advertiser's Weekly 180 Fleet St €C4 Berber ty 
TYPOGRAPHER DESIGNER required PRODUCTION ACCOUNTS CLERK GRO 8321. 

Experienced man for creative layouts (female) required t 
ASSISTANT VOUCHER CHECKER and adaptations, packaging, leaflets y advert te ‘ RIGHT-HAND MAN wanted by 

required by large West End agency etc also capable of carrying out pnce | ilar artist t cipal of small agency 
Some previous experience necessary finished lettering and general desigr t tor t cor date and 
S-day week canteen Write, giving Interesting permanent job in progres- 
full details of age, experience and sive design studio Specimens and but industry, ability 
salary required, to details to Mrs. Robinson o A y J, to liscretion are essential 
Box 9919 Ad. Weekly 180 Fleet St EC4 de Majo, 33 Jubilee Place, S.W.3 x 9927 Ad. Weekly |! Box 9898 Ad. Weekly 180 Fleet St BC4 


Are you a 


If you are a first-class VERSATILE LAYOUT MAN? 
lettering artist... 


an d want a b etter jo h Here at McCann-Erickson we are happy in the diversity of 
our Accounts and we select our artists for their talented versatility 


To extend this group we need 


a Senior Layout Man 


Experienced on National Accounts 


and a Wide Awake Junior 


Eager to tackle anything 


working on National accounts in a happy but 
busy atmosphere and can phone Norman 


Bannister Museum 1181 for an appointment 


There is a well-paid Gc: 20S 
position vacant at... McCann-Erickson Advertising Ltd. 


Brettenham House, Lancaster Place, W.C.2 


- 


Temple Bar 6600 


HAWKE STUDIOS LTD 


22 CHENIES STREET LONDON, W.C.1 McCanns make Art Directors 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS 
Se ae ae ee 


premises, and require the ser- Situations Vacant : “ The engagement of persons answering these advertisements must A 
vices of three more be made through a Local Office of the Ministry of Labour or a Scheduled Employment 
Ageacy yy wet QE aged 18-64 inclusive or a woman aged 18-59 inclusive 
FIRST CLASS onless he or the employment, is excepted from the provisions of the — 
Notification of Vacancies Order 1952. | 


PLACE 


RETOUCHING ARTISTS 
(ete, De te produce THOMAS HEDLEY & CO., LIMITED, 


superior colour and mono- 


ne chrome figure retouching. NEWCASTLE UPON TYNE IN : 4 E 
as (2) Have a good general mech- is seeking a man for its advertising department who has had some | 
i anical and technical know- years’ experience in the planning, choice and use of all kinds of media 
ledge. ‘ and who is looking for a post of important responsibility. He is 
(3) Who can cope with a variety likely to be a man of about 30. He should be of good education, SU NW 
of subjects in colour and preferably with a University degree. He will be working closely with , 
mono-chrome. advertising agencies and their media departments and would very } 
The working conditions are quickly become responsible for the planning and choice of printed | | Have you ever thought that you 
ideal and the positions perma- word media over a wide field. He would be expected to initiate | | would like to work in South 
i nent for the right artists. and interpret research on all forms of media and to contribute to | | Africa—the land of sunshine ? 
Please write, call or ‘phone -— the formulation of policy in media buying. The salary is a good | | If so, there are excellent pros- 
HOWARD GLOVER one and will be subject to material increases as the man demonstrates pects for you. South Africa's 
(Commercial Artists) LTD. his ability. The post is permanent and pensionable and there is a | | largest independent advertising 
Artists and Photographers, non-contributory life assurance scheme Letters of application agency, with offices in four main 
27/29. Furnival Street, E.C.4 should contain details of age, education and career, including H.M. centres, is looking for the addi- 
"Phone: CHAncery 4302 Forces, and will be treated in complete confidence. tional staff listed below. 
Please write to Personnel Department, Thomas Hedley & Co. Limited, South Africa is a land of oppor- 
BOOKKEEPER. Splendid opport Gosforth, Newcastle upon Tyne, 3, and mark envelope “M". tunity, where there is plenty of 
for advancement for experienced work to be done in the office for 
bookkeeper in well-k Adver . fj d f th k d ph 
yy gages San te ly 9 Semi ALL-ROUND MALE ARTIST required | P.R.O. We seck the scrvices of « well wVO GBYS Ci CNS WEEK ONG prenty 
and/or Machine Accounting wou foe taneeh und Galked @twesk of eGieteted vous & ander 40 years of fun to be had in the sunshine 
an asset but not rt tia " monthly magazine published by the of age. and pre with journa- for the remaining two. Income 
pension scheme rite tat Austin Motor Co Sh ald be under stic xperience : charg of 
experience and salary requit ge gee 0. Shou 7 ‘Goan cele aetna en tax is humane and the political 
Secretary, Gr Lid, 9 | work and letterpress printing Per- and pubilicit P able appoint- situation not nearly so bad as it 
Street, W.1 manent position S-day weck Staff ment Must r Whitehave and is painted. You will find, with 
ART REPRESENTATIVE requ r pension scheme Write for appoint. possess current dr licence. Full us, pleasant working conditions 
fashion studic or part-time ment. stating age, qualifications and particulars (includ required) . . 
Write fully, in confi fence ating ex salary required, to the Editor, Austin to General Ma Cumber- in a friendly and very English 
sestence saber’. @6 to Magazine, Longbridge, Birmingham land Farmers x Society atmosphere, a five day week and 
9n97 * we ‘ = : te idland t : 
box 9897 Ad. Weekly 180 Fleet St EC4 SPACE SALESMEN required for local ese yedileng . <= Chamber superannuation fund. Payment 
YOUNG DISPLAY MAN: versat and county maps media. Car supplied — of fares will be negotiated. 
some woodwork, lettcring Dr : after trial UPWARD PATH for affic Man. We ; 
car an advantage. FUL 1841 Box 9881 Ad. Weekly 180 Fleet St EC4 are expanding rar and find our- Applications treated in strict 
io in mead al fic Controller confidence. Write, in the first 
for a group of bu onal accounts instance, statjng full details of 
on se oe te le oy eee previous experience, age, marital 
Apply. giving fu al wer status, present salary, etc., and 
penence, P el Manager enclose a recent photograph if 
Clifford Bloxham artners, Ltd possible. Send as representative 
Lion House, Red Street, WC1 ‘ : 
a range of specimens as possible. 
ADVERTISING EXFCUTIVE wants 
Secretary with experience in adver- e 
tising work and int ted in writing C 
Good opportun: r girl who likes opywriter 


ata | Essentially a creative man with 


5 : 
Box 9895 Ad. Weeb 180 Fleet St BC4 - : 
Notle S . = ideas and a flair for producing 
PRODUCTION MAN, with sound , 


coals of Gleciee aud tenn, Ge te sound selling copy. Starting 


prepare ga and write salary about £1,000 “s — 
copy. Good prosp Write, stating according to ability and ex- 
salary, full deta experience, te perience. 


bd the Managing Dir r. the Brandis- 
are looking for Boo egy, SBE. iad. | | 
Artist 
Must be long on eae, gen © 
h ience. 
SENIOR aie aecuunier a woe 
first-class in one - more fields. Wide 
variety of accounts, interestin 
COPYWRITER ce Arvo according m 
ability and experience. 


required by a London agency Although we have no other 

s (whose staff know of this immediate vacancies, we are 
Designers advertisement). The suc- always interested to hear from 
‘ cessful applicant for this job experienced and ambitious 
will have had quite con- advertising men — especially 

siderable experience; he artists and lay-out artists — who 

will have learned |ong since desire to settle in South Africa. 

that the job is a lot harder Our business is growing, our 

than it looks; and he will be staff requirements increasing 

able to point to national ad- and opportunities are sure to 

vertising campaigns that he occur within a reasonable time. 


has personally devised. The 


Please Write : 
job is interesting; it is well 


THE ART DIRECTOR paid. Please write fully P. N. BARRETT COMPANY 


. ’ . (age, education, experience, 
CECIL D, NOTLEY ADVERTISING LTD. cary Ceapteedh (PTY.) LTD., 


Box 987) P.0. Box 694, CAPE TOWN 


Advertiser's Weekly 180 Fleet St EC4 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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CLASSIFIED ADVERTISEMENTS 
ae eee ae serine 


A Young Lady LAYOUT MAN/ VISUALIZER ns ye 


ES ec OA A NORWAY | BIRMINGHAM 


This job calls for common 


; Oslo Advertising Agency needs young but able layout man required for 
’ sense, accuracy, knowledge of with experience from modern London agency. Our f 
advertising artwork—respon- ge wptinony = — ore adetertns 
sibility and a little shorthand a medium size one but with well versed up. to date marketing part-Midlands 
typing. technics co-ordinated with advertising presentation 
The job is well paid, interesting If you are worth £1,200--£1,500-——or more per annum, pk ane 
and progressive to the right send specimens or full particulars of previous experience ’ i 
= person. preferably include rough pencilled sketch specimens Eastern Count 
Please phone or write For reference please apply to Mr. F. A. Marteau, World's Car Provided 
NORMAN BANNISTER, Press News Publishing Co. Ltd., 9-10 Old Bailey, Lon 
HAWKE STUDIOS LTD., E.C.4. Tel. Central 4040 Box 9909 
22, Chenies St., London, W.C.1. ee — Advertiser's Weekly 180 Fleet St EC4 
Museum 7441 & 1181 ALFSEN & BECKER 


ADVERTISING AGENCY 


BRITISH EUROPEAN AIRWAYS 


PUBLISHERS of well-established tech: 
require an Advertising Officer in Bank plassen 1, Oslo, Norway. | cal wrnals in Central London, re 
London. Candidates, preferably not quir young ye ahey rave with 
less thar 25 must have several vears’ — 7 " rn enginecring ar ‘ tora expericn 
experience of advertising with particu. | GENERAL ASSISTANT required for ADVERTISEMENT SPACT an to train as assistant editor. Know 
lar reference to Press Advertising public . a Knows required y Brita f ledy u pr #. block make-up 
Duties will include arrangement of + +m - wie ate “ Re = x. .. — — an goventags , oan = pros 
loca dvertising * some o 4 , arite clea s l suit ¢ applica ' ct rite ’ reneral inager 
ate reste aa gehen Kiger and to -operate with technical sts to furnish recemt r < sta ‘” education, experience and 
outdoor advertising within the Lon- m pr le wmation © press GERrard 0844 for apy salar 
don area. Salary £760 p.a. rising to Journalistic or advertising agency ex- JUNIOR LAYOUT ARTIS! r Box 9918 Ad. Weekly 180 Pleet St BC 4 
£912 10s. pa Written applications perience an advantage Interesting capable of producing ASSISTANT (male) required for Spa 
fi only to Personnel Officer. B.E.A job with good prospects. Write, giving Some knowledge Buying Department of busy Lond 
Dorland House Regent Street full details of experience, stating age ferred, but not ¢ Must have pre i] know 
London, S.W.1 and salary expected to Box A 559 job S-day week f estimate ar 4S sch jule work 
Gen t Cc ' News Ltd 43, London sion scheme Wr par recording f media data, et 
a an t.2 ti r to wu P eer “ fu feta ot age 
£800 £900 p.a. EDITORIAL DEPARTMENT = requires Tootal Broadhurst | 6 experience and salary cxpected 
% for assistant with knowledge of print Oxtord Street, Manc Box 9925 Ad. Week! 180 Fleet St PC4 
* First-Class RETOUCHERS —_ n c.. to produce yout 
Ce : nandie tists pnotogra crs. ¢CNn- 
: Technical and General subjects. am.  Savatiineinas + sgn 
$. Colour and halftone. Write experience an advantage. Write, in 
iving fullest details. first instance, stating experience, age 
& 8 8 ” salary Secretary the Drapers e e 
3 BOX 9874 Record, 229/231, High Holborn 
Advertiser's Weekly 180 Fleet Sc EC4 wc. T 7} y i l 1 1eS 
. NC tising lan 
ACCOUNTS EXECUTIVE for amai | EXPERIENCED Adverising man 1 dn ain 
old-established London agenc An trical cern Applicant would be 
ambitious young man with all-round required to handle advertisir Car 
Agency experience. able to handic ~ ong om oh toe y h 
ri ever aspect from start to finish aa _—-*— or a oy* Pp ~ vi Git anot er 
- Jefinitel me with the ability to - _ we J 
writing tc He would also be re- 
' secure new business Good prospects quired to edit a house journal. Know- 
P to the | right =~ Write sating ledge f Dutch or other European 
3 salary ull details of experience, to language an advantage but not essen- 
: the Managing Director, the Brandis- tial Preferably eianie end 
" Davis Agency, Ltd., 231/232 Strand <= aeide in Miahend . Applic one: 
London, W.C.2 invited ¢ write, in first instance 
; COMMERCIAL ARTIST, specialist in giving full details of experienc e 
i motor car work illustration Phone and salary required. to 
: FUL 1841 Box 9921 Ad. Weekly 180 Fleet St BC4 ( ‘OPYWRI I | R 
* 
He must be able to produce very good ideas some- 
co pti gel agin First class visualisers and layout times and workable ones always. He must be an 
4 rti r , 
an citi" tan . a artists required by substantial experienced writer who understands the whole 
4 “ A tan pesmehers Covelaging new Soak anatomy of advertising. He must work closely and 
jondon Agency on nations! activities. Must be experienced : “ : ty 
accounts. Slickness with and possess good imaginative constructively with artists, account executives and 
| - , : : ‘ 
ems - sound a, sense. Magazine or agency production men, taking an active interest in every 
edge of type essentia . . . . 
cntitaieil *. Windine: i experience an added qualifica- campaign from first planning to final proof. He is 
_ ‘ 5 ited tion. Excellent opportunity for ’ : fiv a 
cording to ability. chansons probably about thirty-five, but we don’t mind if he 
Write Please write in confidence stating is ten years older and ten years better. Needless to 
Age Director qualifications, age and salary say he will receive a very good salary. 
required. 
Box 9912 Write (mentioning radio and television experience, if any) 
; Tue Cory Curer, GRAHAM & Gites Lrp, 37 GoldenS 
Advertiser's Weekly 180 Fleet St EC4 Cex 6031 mpage , apa, 
Advertiser's Weekly 180 Fleet St EC4 ondcon, 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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ADVERTISER'S WEEKLY 


INTERNATIONAL 
WOOL SECRETARIAT 


Women's Wear Promotion 
Officer required. Experience 
of planning and carrying out 
sales promotion essential. Com- 
mencing salary not less than 
£1,200 per annum according to 
experience. 

Apply in writing giving full 
particulars to: 

The Secretary, International 
Wool Secretariat, 1820, Re- 
gent Street, London, S.W.!, 
markin cover ** Con- 
fidential, W.W.P.”’ 


EXPERIENCED SPACE SALESMAN 
with good appearance required f 
class magazines of high repute. G | 
connections with agencies and adver 
tusers preferred 
Box 9922 Ad. Weekly 180 Pleet St EC4 


required 
with a flair for contemporary Packaging 
and Sales Literature Design. High 
standard of lettering 


. EDWARD SANDER 
Sia Rathbone Place, Oxford Street, W.! 


MUSeum 7788 
EDITORIAL COPY TRAINEE, female 
for printed advertising material, house 
journals etc Write fully age 
educational background experience, 


if any and salary required, 
Box 9896 Ad. Weekly 180 Fleet St BC4 


256 


APPOINTMENTS VACANT 


Situations Vac * The engagement of persons answering these advertisements must 

be made em 4 ; Local Office of the Ministry of Labour or a Scheduled Employment 

Agency if the applicant is a man aged 18-64 inclusive or 2 woman aged 18-59 inclusive 

unless be or she, or the employment, is exce from provisions 
Notification Vacancies 1952."" 


CLASSIFIED ADVERTISEMENTS 
[APPOINTMENTS VACANT 


PUBLICITY 
MANAGER 


Vacancy occurs with H.T.H. 
Peck Ltd., and Associated Com- 
pany Pex Socks & Stockings 
Ltd., for a young man as adver- 
tising, display, and publicity 
manager. Duties include co- 
ordination of advertising and 
publicity with Company's 
Advertising Agency and the 
creation of materia! for exhibi- 
tions and retail displays. Please 
make written applications to 
Personnel Manager, H.T.H. 
Peck Ltd., West Bridge, 
Leicester stating age and full 
particulars. 


First-class 


Lettering 
and 


Layout Artist 
required 


by periodical and book publish- 
ers. Five-day week. Super- 
annuation scheme. Write giving 
details of age, experience, salary 
required. 


Box 9915 
Advertiser's Weekly 180 Fleet St EC4 


JANUARY 27, 1955 


A key 


EXECUTIVE POST 


with a difference and with really con- 
siderable prospects is open (for a man 
over 30) in association with but not 
as a member of an Advertising Agency 
The minimum requirements are:— 


1. Modern food marketing experience 
with an Agency. 

2. A flair for organising and co- 
ordinating. 

3. Good personality. 

4. Energy and the ability to think 
quickly allied to a first-class office 
administration background. 


While some food selling experience or 
training on the road would be an 
asset, applicants whose experience is 
mainly as a sales representative would 
not be considered qualified for this 
particular appointment. Write fully in 
confidence to 


Box 9910 
Advertiser's Weekly 180 Fleet St €C4 


TYPOGRAPHER. Junior Typographer 
with some experience required de 
will have the opportunity to work 
with first class designers in a happy 
studio Write or “phone: Art Direc- 
tor, Gordon & Gotch Advertising 
Ltd 75, Farringdon Street, E.C.4 


UNIQUE OPPORTUNITY in progres- 
sive Engineering firm to build up ad- 
vertising dept. mainly in connection 
with technical literature Applicant 
must be capable of writing technical 


ASSISTANT to Sales Promotion Mana- 
ger of well-known speciality product 
distributors, ting through large 
sales force rably aged 25-30 


data and preparing sketches, photo- ag ogee - ._ O 
raphs, et to printing stage. Know- - ———- = SS es oo 
rep : Ake ao wr able in addition to Print Production 


ledge of photography and machine 
drawing an advantage 


Apply and the work-a-da mechanics of 
Box 9924 Ad. Weekly 180 Fleet St EC4 


Advertising. Salary £500-£550 according 
to experience Full details of educa- 


typographical design ; 


Good conditions. 


ARMSTRONG-WARDEN 


want a 


FIRST-CLASS ee de 
VISUALISER Se a 


who has had experience of National Campaigns. 
He must be design-minded but able also to produce 
advertisements to do a selling job. the Herbert Publist 


AN EXPERIENCED 
TY chester 

POGRAI HEF Box 9923 Ad. Weekly 1580 Fleet St EC4 

COMPETENT SECRETARY = required 

also required 


He must have a modern outlook with a sense of 
able also to cope under- 
standingly with adaptations. 


Congenial colleagues. 
giving details of experience and salary required to 


The Secretary, 
ARMSTRONG-WARDEN LTD., 69 NEW OXFORD STREET WC! 


tion and career to 


te to 
Box 9905 Ad. Weekly 180 Fleet St BC4 


LETTERING ARTISTS 


Vacancies for competent and experienc- 
ed letterers. Good pay and conditions. 
S-day week Apply Art Director, 
Grafton Arts Led St. Brides 


ADVERTISEMENT Representative re- 


ed circulation 
be experienced 


uions with guarant 
figure. Applicants must 


space salesmen in technical field, used 
to contact at highest level both with 
clients and agents Progressive posi- 
tion with good salary and commission 


is offered Write to the Secretary 

ge Cc Ltd., 
Heathcock Court, Strand w Cc 

PART-TIME Sub-Editor with kn wledge 
of make-up and able to supervise re- 
porting for weekly newspaper ; Man- 


by Advertisement Director of monthly 
magazine Apply 
Box 9907 Ad eekly 150 Pleet St EC4 


CEN 4030 
PRINT 


Tibbenham Publicity require an assistant 
to Print Manager. Must have practical 
experience of print buying and block 
ordering. Typographical and layout 
experience a great advantage. £400 
£500. Apply : General Manager, 
Tibbenham Publicity Ltd., 244 High 
Holborn, W.C.!. 


ARTISTS. During the next few months 
there will be a number of additional 
vacancies for experienced commercial 
artists with not less than 3 years’ 


studio training Artists specialising 
in layout, lettering, retouching, air- 
brushing, still-life and shoe artists are 
particularly invited to write, giving 


details of experience and salary re- 
quired to Technical Artists Ltd 
104/112 Marylebone Lane, W.1 


FIRST CLASS RETOUCHERS 


required 
5-day week 
Good pay. Ideal conditions. 


Morgan-Wells Studio Service 


2, St. Andrews Hill, E.C.4 


CREATIVE LAYOUT ARTIST, with 
previous Agency experience, required 
to join Creative team Abie to pro- 
duce finished roughs from his own 
visuals and with sound knowledge of 
typography Write fully, with details 
of past career, or ‘phone Creative 
Manager for an appointment. Smee's 
Advertising Ltd 3-5 Duke Street 
Manchester Square, wil Tel 
WELbeck 0774 


UPWARDS OF 
£1,000 A YEAR 


is waiting in London Advertising 
Agency for a Layout Man 
Account Executive with store 
experience to assume full re- 
sponsibility for well known 
Department Store Account. 
Advertiser's staff have been 
informed Write in confidence to 


Box 9932 
Advertiser's Weekly 180 Fleet St EC4 


Write 


Opportunity for 


GENERAL 
ARTIST 


Applicant with first-rate general ex- 
perience required for expanding firm 
of Publicity Consultants, $.W.! area 
Retouching and ability to produce 
technical drawings desirable. Salary 
according to ability. 


Box 9911 
Advertiser's Weekly 180 Fleet St EC4 


‘Phone your classifieds to CHA 8844 (Ex 25) 
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PPOINTMENTS VACANT 


EXPERIENCED 
ARTIST 


to work in direct contact with publicity 
manager of important organisation 
Layout, illustration and lettering for 
house magazine, sales bulletins, cata- 
logues, etc. Also JUNIOR ARTIST to 
assist. Congenial conditions and S-day 
week. Central London. 


Box $930 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG LADY to assist Sales Manager 
with publicity Must be shorthand 
typist and have journalistic ability 
Advertising experience an advantage 
Interesting work Write age, experi- 
ence, salary, to S. M ames North 
Ltd., 44, Goodge St., W.1 


LETTERING ARTIST 


capable of designing all types of 
printed matter required by 
London Studio. 

Box 9892 
Advertiser's Weekly 180 Fleet St EC4 


YOUNG 
Street 
tunity 
using 
"Phone 


LADY required for Fleet 
office (16-17) Good oppor- 
for beginner to get into adver- 

S-day week. Hours 9.30-5.30 

CENtral 4438 


ARTISTS & RETOUCHERS 


Required for Studios in Westminster 


district. Preferably accustomed to 
Engineering subjects. Salary according 
to ability. Please write giving details 
of experience to 


Box 9794 
Advertiser's Weekly 180 Fleet St EC4 


ACCOUNT EXECUTIVE required by 
substantial Manchester advertising 
agency to take over cxisting accounts, 

assist im development of new 

Write fullest personal 

details. to Managing Director 

Box 9928 Ad. Weekly 180 Ficet St BC4 


business 


ASSISTANT 


SPACE BUYER 


A position occurs in an important 
Advertising Agency for a man aged 23-30 
with at least 2 years’ experience in space 
buying, estimate schedule work and 
recording of media details, etc. Write 
giving fullest details of experience and 
salary expected. 


Box 9913 
Advertiser's Weekly 180 Fleet St €C4 


DIRECTORY SPACE SALESMEN 
required Top commission and ex- 
penses rite 

Box 9917 Ad. Weekly 180 Fleet St BC4 


RETOUCHING ARTIST  (top-grade) 


required by leading London Com- 
mercial studio Outstanding oppor- 
tun for man with at least five years 


experience in retouching for repro- 
duction Write 
Box 9926 Ad. Weekly 180 Fleet St BC4 


VISUALISER & 
LAYOUT MAN 


with about 3 years’ Agency 
experience required with 
good knowledge of typo- 
graphy. 

Write giving full details to 


Box 9914 
Advertiser's Weekly 180 Fleet St EC4 


; 


ili 


ADVERTISER'S WEEKLY 


CLASSIFIED ADVERTISEMENTS | Sacccuaa 


APPOINTMENTS VACANT APPOINTMENTS WANTED 


Creative Advertising Artists Ltd. 


8/9, East Harding Street, E.C.4 
City 8101/3 


FIRST CLASS LETTERING ARTIST 


required. Permanent position in pro- 
gressive Studio. 


WRITE or "PHONE for APPOINTMENT 


EXPERIENCED Advertisement 
man, freelance, required 
for good local media 
Box 9916 Ad. Weekly 


Sales- 
immediately 


180 Fleet St BC4 


Gestetner Led., require an additional 


ARTIST 


in their Art Department for preparation 
of technical line drawings. Telephone 
Tottenham 1050 for appointment or 
call with specimens of work—Per- 
sonnel Department, Broad Lane, 
Tottenham, N.15. 


LAYOUT ARTIST 


PERMANENT. 
PROGRESSIVE 
and 
PENSIONABLE 

POST 


For details, please ‘phone 
HAINAULT 2601 


APPOINTMENTS WANTED 


REPRESENTATIVE. Keen young man 


of good personality and intelligence 
with over six years studio experience, 
secks post aS representative with 


agency or studio of good repute 

Box 9886 Ad. Weekly 180 Fleet Si BC4 
EXPERT LETTERING ARTIST, willing 

to work inside Wed.-Fri. inclusive 

Good ign and colour work. £8 10s 

Box 9878 Ad. Weekly 180 Fleet St BC4 
AMBITIOUS young Assistant 

Executive, 23, ex-Public School, secks 

post with West End agency or any- 

where in the British Empire 

Box 9899 Ad. Weekly 180 Pleet St EC4 
BY THE WAY, here is a Visualiser and 


Account 


Pigure Artist, who can also write 
copy, seeking a change for the better 
Box 9933 Ad. Weekly 180 Fleet St BC4 
YOUNG MAN, age 20}, completed 
National Service. Good education ; 
some experience of advertising 
agencies prior to National Service 
desires to obtain position in agency if 


possible attached to TV dept., as 
applicant has good musical know- 
ledge Willing to study and will 
accept moderate salary to obtain 


opportunity 
Box 9877 Ad. Weekly 
YOUNG = Advertising 
personable, now with London agency, 
secks account executive wanting abie 
assistant 6 years’ experience in 
agency merchandise promotion, 
advertisement publishing 
Box 9900 Ad. Weekly 150 Pleet St BC4 
ADVERTISING and Sales Promotion 
Highly experienced manager of im- 
wtant company invites enquirics 
) om reputable firms (advertisers or 
agents) Shacklady and Company, 
Accountants, 87. Regent Street, W.1 
SALES MANAGER (34). Forceful but 


180 Fleet St BC4 
woman, keen, 


frustrated Sound enginecring /build- 
ing beckground, desires representative 
executive post national company on 
home territory four Northern 
counties 
Box 9929 Ad. Weekly 180 FPieet St BC4 
“BAND PICKED” SECRETARIES 
svailabie. The Ageocy, 67 
Wigmore &.. WI er 9951/2/3. 
DIRECT MAIL FANATIC, 30. sales 
manager Fleet Street publishers, 
would welcome job where D.M. is 
really appreciated 


Box 9904 Ad. Weekly 180 Pleet St BC4 


FIRST-CLASS Mail Order House re- 
quires the services of & competent 
Copywriter Journalistic experience 
would be an advantage, as duties will 


include the editing of news bulletins 
to customers Please give de- 
tails of age, experience and salary re- 
quired, to 


issued 


Box 9885 Ad. Weekly 180 Fleet St BC4 
RADIO EXECUTIVE secks new post 
in radio or television, possibly as assis- 
tant to Television Director. Consider- 
able experience of commercial pro- 
gramme admunistrations, production, 
and script writing. Excellent contacts 
im entertainment world agency C¢i- 
nence 
ox 9934 Ad. Weekly 180 Fleet St BC4 


FREE LANCE SERVICES 


COPYWRITER. Author (novels, short 
stories, and occasional contributions to 
Punch) with particular flair for words, 
slogans and light verse os 6Uwell: «6(as 
practical experience in London pub- 
heit agency, Offers freelance copy- 
writing services References and 
specimens 
Box 9901 Ad. Weekly 180 Pieet S BC4 

POSTER INSPECTOR. Freciance, seeks 
work, shectage basis ; West Riding of 
Yorkshire A J Murgatroyd i, 
Rhine St., Bradford, 4 

RETOUCHER, long cxpericnce, secks 
new chents 
Box 9810 Ad. Weekly 180 Fieet St BC4 

FREELANCE Visualiser-Layout man 
secks permanent association with 
agency on retainer and/or reduced 


charge rate for constant flow of work 
Top standards only 


Box 9876 Ad. Weekly 180 Fleet St BC4 
CREATIVE LETTERING ARTIST, 

experienced in producing high quality 

work to exacting standards for 

National Accounts. Desires additional 

freelance work 

Box 9935 Ad. Weekly 180 Pieet St BC4 


HAND DESIGNED Cine and TV titles 
in black and white and colour. Speedy 
service 
Box 9873 Ad. Weekly 180 Fleet St BC4 

FREE LANCE Exhibition and Display 
Designer, twenty-five years’ practical 
experience. Tel.: Cunningham 0918 

CHILDREN’S ILLUSTRATION 
ARTIST secks commissions 
Box 9784 Ad. Weekly 180 Pieet St BC4 

LAYOUT ARTIST (Ex. Fig.) specialises 
in folders and brochures, seeks com- 
Missions 


ert and copy ‘phone 
WAT. 3608 

AGENCY COPY CHIEF wishes build- 
up panel freelance copywriters; chiefly 
consumer advertising some trade 
Details from 
Box 9936 Ad. Weekly 180 Fleet St BC4 


ACCOMMODATION 


TOP FREELANCE ARTIST requires 
one room, with small agency 
Box 9785 Ad. Weekly 180 Pieet St BC4 


EXCELLENT STUDIO SPACE and 
room to let Bright, furnished. Tel 
and every convenience. London, W.E 


Box 9902 Ad. Weekly 180 Pieet St BC4 


PRINTERS. - 


i 
i 


FOX PRINTING PRESS heave installed 
th dei 


Demy Octavo or Quarto. Fox 
Printing Press, Hoase, May- 
bank a w 
Lendon, £.18. BUC 6565 


MISCELLANEOUS 


FOR ORIGINAL GIRL PICTURES— 
Pin-ops, ° Steeda, cc. of 
Visual Arts Club Models—aingies or 

ms. Photo-Unice Picture ‘ 

12 Soho Square. London, W.1. 


‘Phone your classifieds to CHA 8844 (Ex 25) 


County Borough of Blackpool 

THE BLACKPOOL 

HOLIDAY JOURNAL 
1956 


Tenders for the production 
of the 1956 Official Holiday 
Journal (110,000 copies 9)” 
x 74°, 112 pp. and cover) 
are invited in accordance 
with details available from 
The Director of Attractions 
and Publicity, Town Hall. 
Closing date for Tenders is 
10 am. on Wednesday, 
9th March, 1955. 


TREVOR T. JONES, 
Town Clerk. 


Town Hall, 
Blackpool, 
18th January, 1955. 


BOROUGH OF SHREWSBURY 


| ADVERTISING RIGHTS— 
| GENERAL AND CATTLE 
MARKETS SHREWSBURY. 


Tenders are invited for the right to 
display advertisements on certain 
specified sites at the Corporation's 
Cattle and General Markets 
Further particulars and forms of tender 
may be obtained from the under-signed, 
by whom tenders must be received not 
later than 10 a.m. or Thursday, Ird 
February, 1955. 
The Corporation does not bind itself 
to accept the highest or any Tender. 
S. R. H. LOXTON, 

Town Clerk. 
Guildhall, 
SHREWSBURY. 
20th january, 1955. 


BUSINESS OPPORTUNITIE 


TRADE EXHIBITIONS. 
of internationally known 
of long have 


Organisers 
exhibitions 


standing conuderable 


resources availabic for feveloping 

casting or promoting new enter- 

prises of a similar nature All com- 

munications treated in strict confi- 
| 

dence. Write 


Box 9798 Ad. Weckly 180 Fleet St C4 


A FOREMOST LP.A. AGENCY, with 
efficient organisation, handling impor- 
| tant National and Specialised accounts 
| is prepared to consider taking over 
and progressing the personal accounts 
of an Advertising Agent or Consultant 
desiring to retire Regular retirement 
| income free of worry assured. Reply 
in confidence to LP.A. Agency, c/o 

] Brown & Batts Chartered 

| Accountants, 265 Strand, London, 

| wc. 

SCREEN PRINTED POSTERS. Any 
size. First-class work. Low ices 
Dores Signs, 112 Topping S., Black- 

| pool 

OLD ESTABLISHED high quality 
printer in the Midlands has capacity 
available in all operations for the 


production of a monthly or quarterly 
letterpress periodical of the following 


| specification: From 5,000 to 10,000 
| copies vo of 40, from 64 pp. to 
| 128 pp. with email sections in colour 
if required Quotations would be 


submitted on receipt of full informa- 


tion 

Box 9903 Ad. Weekly 180 Pleet St BC4 
ENAMEL PLATE MANUFACTURER 

for runs up to 50 required Large 

annual turnover Wrie, White & 

Carter (Councils) Lid., 49 Wellington 

Street, Strand, London, W.C.2 


| SALES AND WANTS 


| AFROGRAPH “A” 


model airbrush 
wanted. Ring MUSeum 0620, 9 a.m.- 
5.30 p.m 
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ADVERTISER'S WEEKLY 


180 FLEET ST., LONDON, E.C.4. 


To Sell 
SAFETY SERVICES 


to INDUSTRY... 


. you should advertise in the one 
Journal which reaches the men and 
women in Industry whose job it is to 
be concerned with Staff Safety — 
the Personnel Welfare Officers and 
Staff Controllers who subscribe to 
PERSONNEL MANAGEMENT & 
INDUSTRIAL EQUIPMENT. They have 
a keen interest in, and are substantial 
buyers of, everything concerning 
Safety in Industry. 

Sell these in P.M. & 1.E. 


Non-slip Floor Polishes 
Machinery Guards, 


Armourplate Glass, 
Barrier Creams, 

Face Shields and Visors, 
Fire Protection Equipment, 


Protective Footwear. 
Protective Clothing. 


Gloves, Respirators, 
Goggles. Safety Belts, Ladders, 
Helmets, Safety Equipment. 


Hygiene Supplies. 


Safety Services Sell 
in... 


Waterproof clothing, etc 


—— 


Published by 


January 27, 1955 


— STOP PRESS — 


AGENCY MEN 
TALK TV 


(continued from page 195) 
charge of research) believed that 
audience measurement would have 
to be a communal effort. It was 
essential to study impact as soon 
as possible after the broadcast so 
as to avoid “dropping bricks a 
second time.” 

The way in which the merchan- 
dising service for televised ucts 
was tackled in the USA by the 
broadcasting chains themselves was 
referred to by Guy Mountford 
(director of merchandising). He 
said that here, initially, the adver- 
tiser and the agent between 
would have to provide this service. 

An amplified ‘phone conversation 
between Gordon Boggon  (vice- 
chairman) and Maurice Winnick, of 

programme contractors, was 
one of the features of the 
programme. 

Francis Ogilvy (managing direc- 
tor) introduced the speakers. 

R. A. Beavan (chairman, S. H. 
Benson, Ltd.) was among the guests 
in his capacity as acting chairman 
of the Independent Television 
Authority's advertising advisory 


committee. 


NPA COMMITTEE 
APPOINTMENTS 


Newspaper Proprietors’ Associa- 
=. announce follow 


y: “Daily Mail’—2,169,592; 
ik 227; 2,104,987. “The Times” 
—220,990 ; 220,834 ; 

“Sunday Dispatch” — 2,732,567 : 
2,676,037 ; 2,644,921. “Daily Sketch” 
—797,950; 825,829; 882,397. “208 
Magazine” — 120,224; 217,349; 
200,414. “Photoplay”—230,019 ; 
235,646; 249,099. “Picture Post”— 
1,010,278 ; 999,959; 950,085. “Lilli- 
put "—200,426; 201,214; 177,005. 
“Housewife” — 200,236; 175,707; 
180,588 (the Hulton publications 
final figures subject to ABC Pm 
firmation). “East Midland Allied 
Press” —246,392 ; 253,213; 251,130. 


“Times Pictorial,” Dublin, to Pe 


Large spaces being booked in 
national newspapers and magazines 
for launching campaign for F ynnon 
Rheumatic Balm. Agents: London 
Press Exchange Ltd. 


Annual dinner of Sheffield and 
Area Branch of Incorporated 
Advertising Managers’ Association 
to take place on February 8 at 

Old No. 12 Restaurant, 
Sheffield. 


Misha Black, 
of Industrial Artists, I 
Richards, a directing editor, 
“Architectural Review,” 
to Council of Industrial Design 


Editorial Services Ltd. ap- 
inted to handle public relations 


vr 


7 Blackburn (a vice-chairman 
and general manager of Beaver- 
brook Newspapers) to be one of 
NPA’s managerial representatives on 
Press Council in succession to late 
Frank Waters (formerly managing 


director “News Chronicle” and 
“Star”’). 
William Memory (advertisment 


director, “News Chronicle”), chair- 
man of NPA advertisement com- 
mittee and of NPA-Newspaper 
—" joint committee. 

C. W. V. Truefitt (advertisement 
director, Associated Newspapers), 
vice-chairman, advertisement com- 


mittee. 

Georg Smale (advertisement 
manager. © “Daily Mail”), chairman, 
joint recognition committee. 

G. K. LeFevre (advertisement 
manager, “Daily Mirror”), chair- 
man, joint copy committee. 


NEW BOAC AD 
MANAGER 


J. B. H. Wilson, assistant adver- 
tising manager, BOAC, appointed 
advertising manager in succession 
to J. R. Ashwell-Cooke, retiring on 
grounds of ill health, Mr. Wilson 
has worked for S. H. Benson & 
Colman, Prentis & Varley. Later 
moved to Goya Ltd., as advertising 
manager and manager of design and 
development department. He went 
to BOAC three years ago. 


NET SALES 


(see page 198) 


for Britvic Ltd. Also appointed 
public relations consultants to Vine 
Products Ltd. Controlling interest 
in Britvic recently acquired by Vine 
Products Ltd. manufacturers of 
VP wines. 


Coal Utilisation Council begins 
£10,000 advertising campaign ia 
February, to publicise availability of 
hire-purchase facilities for solid fuel 
appliances through its Panel 


Members. Council plans to s 
£100,000 on all forms of +d... 


during 1955. Agents: Mather & 
Crowther. 
Edwin John Straker, formerly 


head of commercial art department, 
Newcastle College of Art and 
Industrial Design, appointed art 
director, Doig Bros. & Co., Ltd., the 
Newcastle-upon-Tyne printers. 


Restrictions on space allocated by 
newspapers for *Pholiday resort 
advertising were discussed at annual 


and Pleasure Resorts yesterday 
(Wednesday). 
J. H. Sims-Hilditch (Hastings), 


chairman of subcommittee ap- 
pointed to interview advertisement 
direct tors, reported meetings with 
Cc. W. V. Truefitt (Associated News- 
— Group) and E. H. Hull 
(“Herald”). 


Talks involved questions 


TEL. CHAncery 8844 Latest _net sales figures: July. Sub-committee was requested to 
Z December, 1953; J -Jone, 
a, rr , approach other newspaper adver 


the Proprietors, BUSINESS PUBLIC ATIONS -. 
January 27, 1955. Printed in England by 


at their office at 180 Fleet Street. 
. Clements Press Led, Portugal St., Kingyway, 


London, E.C.4 


(Phone : Chancery 8844.) 


London, W.C.2. 
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